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Rough Proofs 


Away back in 1868, John Wana- 
maker advertised he’d undersell com- 
petitors by 10 per cent. If he’d made 
this announcement a few years be- 
fore, he’d probably have been blamed 
for starting the Civil War. 

* ” * 


If our newest civil war, now 
raging among the department stores 
in New York, continues much longer, 
they’ll either call out the marines 
or the Federal Trade Commission. 
In either case, the situation will not 
be well in hand. 

*” * 7 


A live sales manager looking for a 
new market may be interested to 
know that they’ve discovered a new 
planet, only 500,000,000 miles away. 

* * & 


Many a sales manager is almost 
convinced that some of his salesmen 
have made a hop to a nearby planet, 
after looking over their expense 
accounts. 

* * * 

It is reported that a lot of former 
Notre Dame football stars are now 
selling Studebaker automobiles. 
That’s the old South Bend spirit, but 
is it true to the traditions of the 
Four Horsemen? 

* * * 


A newspaper publisher has recom- 
mended that advertisers meet their 
present problems by reducing the 
size of their ads. No, that isn’t a 
typographical error—it really was a 


publisher. 
* * * 


When publishers begin to talk to 
advertisers about cutting down the 
size of their copy, Ripley has ample 
material for a new “Believe It or 
Not.” 


* * * 


I also recommend to Ripley the 
picture of a bridge game progressing 
in one of the Glycerine Producers 
ads, in which the artist has shown 
exactly thirteen cards in the dummy. 
That’s a big slam for the artist. 

* * * 


Rough Proofs called attention to 
the “White Sulpher Springs” sign in 
the window of the New York Cen- 
tral ticket office on Michigan Boule- 
vard, and the error was promptly 
corrected. Ah, the power of the 
press! 

 * 4 


Ivory Soap has invented a new 
kind of magazine-rack, to be used 
while reclining in the bath. Now if 
P. & G. will arrange to distribute 
these with the product, sales will 
leap 99 44-100 per cent. 


* * * 


“As one advertising man_ to 
another,” E. V. Willey, of Oklahoma, 
sent his Edgeworth testimonial in 
to the advertising manager of Larus 
& Bro. And as one advertising man 
to another, I think the publicity was 
worth it. 

* * a 


Southern California tells “why you 
need this winter vacation.” 
The question isn’t why, but how. 


* * * 


Cast iron pipe, says the advertiser, 
will last for 500 years. Brass pipe, 
counters Anaconda, is good for 2000. 

Next! 


* * * 


Camel says, “Give your throat a 
Holiday.” 

I don’t know the brand, but I’m 
willing to try. 


Copy Cus. 


MANUFACTURER 
ENTERS RETAIL 
FIGHT IN N.Y. 


Dorothy Gray Protests; Macy 
Quits Association 


New York, Oct. 30—R. H. Macy 
& Co. resigned from the Retail Dry 
Goods Association of New York as 
the advertising war flared again and 
for the first time a manufacturer, 
Dorothy Gray, entered the fray with 
an advertisement in the New York 
Times, Herald Tribune and Sun, pro- 
testing against “the unauthorized 
use of her name and reputation.” 


Macy’s resignation became known 
when it was announced that Delos 
Walker, general manager of the 
Macy company who was to address 
the Retail Dry Goods Association, 
Tuesday night, would not attend the 
meeting. 

Kenneth Collins, executive vice- 
president, confirmed the report that 
the company’s resignation had been 
placed in the hands of Samuel W. 
Reyburn, president of the asso- 
ciation. 


Not First Gesture 


This is not the first time Macy 
has left the retail organization. It 
pulled out about five years ago, fol- 
lowing publication of a book by the 
Better Business Bureau of New 
York, reproducing correspondence 
between the Bureau and Macy’s on 
competitive price advertising. The 
breach was later healed, however. 


About a week ago Macy’s adver- 
tised Dorothy Gray toiletries, the 
copy listing the manufacturer’s price 
in one column and the Macy price 
in another, emphasizing a spread of 
from 16 to 18 cents per item. 

The Dorothy Gray advertising 
said in part: 

“This is to object to the unfair 
exploitation by one New York store 
of Dorothy Gray’s name, reputation, 
preparations, and established prices. 


“Genuine effective Dorothy Gray 
preparations are guaranteed only 
when bought at authorized stores— 
but Dorothy Gray assumes no re- 
sponsibility when they are bought 
elsewhere. 

“Only authorized stores which are 
selected with infinite care, are en- 
titled to offer Dorothy Gray prepara- 
tions. And only they can offer the 
complete assortment shipped directly 
from the Dorothy Gray laboratories 
after a rigid inspection. 

“Do not be misled by unauthorized 
offers. Such sharp practices are re- 
sented by Dorothy Gray’s friends.” 


Fair Price Champion 


Edward Plaut, president of Lehn 
& Fink, of which Dorothy Gray is a 
subsidiary, has long been a cham- 
pion of retail prices which will per- 
mit a fair margin to all concerned. 

Mark O’Dea, president of the New 
York agency of that name in charge 
of the Dorothy Gray account, told 
ADVERTISING AGE that in the main 
the New York fight should be con- 
sidered as one between retail stores. 
In this instance, however, he as- 
serted, Dorothy Gray came forward 
with its statement because “the store 
referred to” did not buy direct and 
is “not an authorized dealer.” 


Under U. 


Urges Adoption of 
Advertising Code 


S. Auspices 


Chicago, Oct. 29—Joseph Appel, 
advertising manager of John Wana- 
maker, New York, and treasurer of 
the Advertising Federation of Amer- 
ica, made a sensational proposal at 
the meeting of the Chicago Adver- 
tising Council today, intended to 
meet the situation caused by de- 
structively competitive advertising 
and predatory price-cutting. 

He urged advertising to present 
itself as an industry to the Federal 
Trade Commission, and under the 
direction of that body to adopt a 
code of practices and standards, and 
to devise a method of enforcement. 

He suggested that such organiza- 
tions as the Affiliated Better Busi- 
ness Bureaus, the Advertising Fed- 
eration of America, the American 
Association of Advertising Agencies, 
the Association of National Adver- | 
tisers, the National Retail Dry | 
Goods Association, the Outdoor Ad- | 
vertising Association of America, | 
the International Direct Mail Ad- 
vertising Association, the National 
Association of Radio Advertisers 
and the Financial Advertisers’ As- 
sociation join in an appeal to the 
Federal Trade Commission for 
action. 

“This conference,” said Mr. Ap- 
pel, “should proceed, under prece- 
dents established at the other trade 
conferences held at the invitation 
of the Federal Trade Commission, 
to formulate a code of trade prac- 
tices of advertising and selling, and 
in its observance to use the ma- 
chinery, and improve it, already 
existing in the Better Business Bu- 
reaus and organized advertising, 
reaching nearly all the advertising 
clubs and representing all branches 
of advertising. 


Objectives of Plan 


“This plan, when adopted, should 
aim: 


“(a) At the settlement, within 


WANTS U.S. HELP 


Joseph H. Appel 


the industry, where possible, of all 
complaints, and 

“(b) At keeping the door open at 
every stage of the intra-industry 
proceedings for making formal com- 
plaint to the Federal Trade Com- 
mission, as a final resort.” 

Mr. Appel proposed the adoption 
of five rules covering the situation, 
the first dealing with definitely false 
statements, the second with “attack- 
ing copy,” and the third and fourth 
with “baiting” and misleading claims 
of underselling. The fifth concerns 
what Mr. Appel termed predatory 
price-cutting. 

The proposed rules of practice 
offered by Mr. Appel are as follows: 

“Rule 1. The making or causing 
or permitting to be made or publish- 
ing any false, untrue or deceptive 
statements, insinuations or illustra- 


(Continued on Page 14) 


trial of the new gas. 


Last Minute News Flashes 


“True Story” Has Lower 1932 Rates 


New York, Oct. 30—“True Story,” a Macfadden publication, has an- 
nounced a rate reduction of more than 8 per cent for 1932, effective with 
the January, 1932, issue and based on a guarantee of 1,800,000. 


Uphold Kansas Anti-Utility Merchandising Law 


Topeka, Kan., Oct. 30—The district court has upheld the Kansas law 
prohibiting utilities from selling merchandise. The case will be appealed. 


Camel Cigarettes Back in Newspapers 


New York, Oct. 30—The R. J. Reynolds Tobacco Company will resume 
Camel cigarette advertising in newspapers next week with big space. 
Erwin, Wasey & Co. handle the account. 


More Roads Transport Trucks by Rail 


Washington, D. C., Oct. 30—Four railroads have filed tariffs on the 
transport of loaded truck bodies, which are lifted by cranes onto flat cars 
and at destination dropped onto truck chasses. 


Follow in Wake of Red Crown Advertising 


Minneapolis, Minn., Oct. 30—Doorbells were kept ringing as Standard 
Oil station attendants went from house to house telling people what the 
Crown cock in the teaser copy was crowing about and soliciting a 


BOOST RATE ON 
TRANSCRIPTION 
BROADCASTING 


Broadcasters Hold Annual 
Meet at Detroit 


Detroit, Mich., Oct. 29—Transcrip- 
tions made for national advertisers 
will carry the national or general 
rate, even if placed on the air by a 
local dealer or jobber, the National 
Association of Broadcasters decided 
at its ninth annual convention here. 

This clause was added to the “re- 
tail-general” definition of advertis- 
ing created by the Newspaper Ad- 
vertising Executives Association and 
adopted by the N. A. B. 

The committee on commercial 
broadcasting recommended that each 
sponsor of a program be required to 
make a contribution to the enter- 
tainment or education of the listener 
on the basis that service is the pri- 
mary requisite for commercial suc- 
cess, 

The quality of the program, it 
was asserted, should never be sacri- 
ficed to commercial expediency. 

No definite action was taken on 
this question, or that of paying an 
agency commission on talent as well 
as time, both points being left to the 
discretion of individual stations. 

Announcement was made that the 
radio committee of the American 
Association of Advertising Agencies 
is working on a standard order form 
to be used in ordering station time. 
Sufficient data will be included on 
this form to obviate the use of sta- 
tion contracts. 


Stations’ Suggestions 


Among the points covered by this 
form, if the stations have their way, 
will be a clause absolving the sta- 
tion from liability for infringement 
of copyrights on material included 
in the program at the request of the 
agency. 

Another recommendation by the 
association was inclusion of a pro- 
vision that the station be given the 
right to change the time of a pro- 
gram, leaving the agency the op- 
tion of canceling if the new time is 
net satisfactory. Another clause 
would prohibit the resale of time by 
an agency to an advertiser other 
than that for whom the time was 
bought. 

Competitive advertising came in 
for discussion, Frank W. Elliott, 
warning the association of its dan- 
gers. Service and fairness, he 
warned, must dominate the situation. 

President Hoover addressed the 
convention from Washington, saying 
the American policy of making radio 
broadcasting a private instead of a 
Government enterprise has avoided 
the pitfalls of political and social 
conflicts in the use of speech over 
the radio. 


Shaw New President 


The association picked Harry 
Shaw, of Station WMT, Waterloo, 
Ia., as its new president; J. J. Sorey, 
WTAG, Worcester, Mass., first vice- 
president; Paul W. Morency, WTIC, 
Hartford, Conn., .econd vice-presi- 
dent; and M. A. ‘Howlett, WHK, 
Cleveland, secretary-treasurer. 


Directors were elected for three- 
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ADVERTISING AGE 


October 31, 1931 


year terms as follows: Henry A. 
Bellows, WCCO, Minneapolis; Leo 
Fitzpatrick, WJR, Detroit; Walter 
J. Damm, retiring president, WTMJ, 
Milwaukee; Quinn A. Ryan, WGN, 
Chicago, and E. B. Craney, KGIR, 
Butte, Mont. 

The association discussed affilia- 
tion with the Advertising Federation | 
of America and referred it to the 
executive committee, which, it was 
indicated, will approve this step at 
its next meeting. 

Bond Geddes, of te Radio Manu- 
facurers’ Association, said makers 
of sets have a stake in radio which 
will result in more use of broad- 
casting in the future. The trend has 
been toward diminution, 27 manu- 
facturers once being regular broad- 
casters and only three now being im- 
portant. 

However, Mr. Geddes pointed out, 
many manufacturers have divided 
expenses with jobbers in local broad- 
casting, so that they do more to 
support radio than is generally 
supposed. 


Many New Members 
Join Boston Club 


The Advertising Club of Boston’s 
drive to build membership to 700 is 
1etting new members daily. The 11 
newest are: 

Frank W. Gurney, advertising 
counselor; Samuel A. Gardner, Lib- 
erty; Henry L. Gascoigne, Eastern 
Advertising Co.; Allan W. Rucker, 
Eddy-Rucker Co.; 

L. M. Thomson, Underwood & Un- 
derwood; Homer S. Tilton, National 
Sportsman; Louis A. Marchant and 
Clarence N. Cook, Boston Post; Carl 
F. Morrison, Port News; Z. W. 
Hauk, Alden-Hauk, Inc., and Nor- 
man Rabinovitz, Economy Grocery 
Stores Corporation. 


Short Illness Fatal 
to Howard A. Waller 


Howard A. Waller, 33, national 
advertising manager of the Cleve- 
land Press, died Oct. 25. A week’s 
illness ended in a fatal heart attack. 

He had been in the advertising 
department of the Press six years. 
Prior to that he was connected in 
turn with the Fairchild Publications, 


the Portland Oregonian and the 
Hutchinson (Kas.) News. 


SOME PROMINENT FIGURES AT BROADCASTERS’ CONVENTION 


— 


At left, H. A. Bellows, Minneapolis, vice-president, Columbia Broadcasting System; Cesar 
Searchinger, London representative of Columbia; Edwin M. Spence, Atlantic City, vice-presi- 
dent, N. A. B.; William S. Hedges, WMAQ, Chicago; Walter J. Damm, Milwaukee, retiring 
president; Senator Wallace H. White, of Maine; Clyde P. Steen, American Radio Assn.; John 


Benson, Four A’s president. 


and 


— a 


Southern Newspapers 


Approve Standard Form 
The board of the Southern News- 
paper Publishers’ Association has 
formally approved the Standard 
Market and Newspaper Data Form 
prepared jointly and approved by 
the Bureau of Advertising, A. N. 
P. A. and the American Association 
of Advertising Agencies. 

A growing number of Southern 
publishers are using the form, 
Cranston Williams, S. N: P. A. man- 
ager, said. 


Take Stetson Shoes 
The Wm. H. Rankin Company, 
New York, has been appointed by 
the Stetson Shoe Company, Inc., 
South Weymouth, Mass. 


Named Representatives 

The Lafayette (Ind.) Journal & 
Courier has appointed Lorenzen and 
Thompson, Inc., national advertising 
epresentatives. 


Represent Ohio Paper 
The Devine-Tenney Corporation 
has been appointed national repre- 
gatas by the Van Wert (Ohio) 
imes. 


of book: 6x9 inches. 


BUSINESS NEWS 


550 Maccabees Bldg. 


1932 
Refrigeration 
Directory 


The 1932 REFRIGERATION Directory will list all manu- 
facturers of refrigeration equipment, parts, supplies and 
materials, as well as manufacturers of production and 
service tools, related and companion merchandise, deliv- 
ery equipment, office devices, advertising service—every- 
thing sold or used by the industry. 


In addition, an index of refrigeration trade names, statis- 
tical data and other important information will make the 
1932 REFRIGERATION Directory a valuable, permanent 
handbook on the desks of buyers throughout the industry. 


Here, then, is an ideal advertising me- 
dium for manufacturers who have some- 
thing to sell to the refrigeration industry. 


Your message will be seen not only once, but many times 
during the year by active buyers. 
complete. Advertising rates are exceptionally low. Size 


Write today for rates and other details 


Publishers of 
Electric Refrigeration News 
Refrigerated Food News 


Distribution will be 


PUBLISHING CO. 


Detroit, Mich. 


COCA-COLA TOY 
TRUCK FEATURED 
INDEALER COPY 


St. Louis, Mo., Oct. 29—How the 
successful advertiser creates momen- 
tum which carries both his own and 
other products into public favor was 
exemplified here by the introduction 
of the new Metal Craft bottling 
truck, bearing the famous Coca-Cola 
trade-mark and ten diminutive Coca- 
Cola bottles. 

The Coca-Cola Company granted 
the Metalcraft Corporation, of St. 
Louis, permission to use its name on 
the yellow and red trucks, 5% inches 
high and 10% inches long. There 
was no monetary consideration. 

The manufacturer of the toy may 
not advertise the truck as a Coca- 
Cola product but both he and deal- 
ers have found plenty of ways to 
capitalize the Coca-Cola prestige 
without violating the agreement. 


Appeal to Youngsters 


The Stix-Baer-Fuller Dry Goods 
Company featured the toy in these 
words in its newspaper copy: 

“Get a bottle of real Coca-Cola 
when you buy this large steel bot- 
tling truck, with bottles, complete, 
49 cents. 

“Kiddies—here’s a new game! 
Play Bottling Company—have a 
whole fleet of these trucks. They’re 
just like the real ones—and each 
truck has 10 miniature Coca-Cola 
bottles. You’ll find it a fascinating 
game! 

“Special arrangements have been 
made with the Coca-Cola Company 
to give you an ice cold bottle of 
Coca-Cola when you purchase the 
truck.” 

Famous-Baer was the first to ad- 
vertise the truck. 

The Metalcraft Corporation has 
done a rushing business with Coca- 
Cola bottlers, who re-sell the toy to 
dispensers of Coca-Cola. The local 
bottler co-operates with special pro- 
motions by offering a free bottle of 
Coca-Cola with each purchase, as 
was done in St. Louis. 

A small wood box, holding a dozen 
miniature filled bottles of Coca-Cola, 
has been featured by the Coca-Cola 
Company for some time. This con- 
tainer is also being provided with 
the new truck, several department 
stores offering the extra supply for 
25 cents. 


Des Moines Club Grows 

The Des Moines Advertising Club 
has welcomed into its ranks Wesley 
Dippert, J. H. Welch Printing Co.; 
Paul Prugh, Des Moines Register 
and Tribune, and R. B. Thorpe, pub- 
lisher of Citizens Publications. 


Jeannette Carroll 
Makes Chicago Date 


Jeanette Carroll, vice-president of 
the Advertising Federation of Amer- 


Canada Plans 
Paid Campaign 
to Help Trade 


Toronto, Ont., Canada, Oct. 29— 
At the suggestion of one of his 
clients, Thornton Purkis, Toronto 
advertising agent, has prepared an 
anti-depression campaign, proofs of 
which have been sent national and 
local advertisers of Canada, with 
the suggestion that they help 
finance it. 

The plan and copy have been ap- 
proved by Hon. H. H. Stevens, 
Minister of Trade and Commerce, 
Ottawa. 

The proposed schedule will total 
41,124,000 lines in 38 dailies at a 
cost of $62,811. If the funds are 
forthcoming the campaign will be 
run from Nov. 9-Dec. 14 and Jan. 4 
to March 14. 


MACARONI MEN 
CALL IT OFF 


Chicago, Oct. 27—At a _ special 
meeting today the National Maca- 
roni Manufacturers’ Association 
voted to discontinue its co-operative 
campaign when the money now in 
the advertising fund is expended. 
The amount is sufficient to pay for 
the five 200-line advertisements in 
354 newspapers, which will complete 
this year’s program. 

The motion to discontinue the ad- 
vertising was vigorously opposed by 
abount half the members, but those 
in favor pointed out that this would 
not prevent co-operative advertising 
in the future. 


The final straw was said to be the 
legal row precipitated when the 
Millis Company, Indianapolis, peti- 
tioned for a receiver for the associa- 
tion Sept. 10. The agency alleged 
the action was necessary to protect 
its interests. 


New Rochester Agency 

James Spaulding, until recently a 
copywriter with Charles G. Lyman, 
Inc., Rochester, N. Y., has opened 
an office in the Cutler building, 
Rochester. Associated with him is 
Robert Bestor, radio specialist. 


Copeland Resigns 
E. D. Copeland has resigned as 
advertising manager of the Seth 
Thomas Clock Co., New York, to 
which he went from the Gillette 
Safety Razor Co. 


Griggs Promoted 
Robert W. Griggs, formerly with 
the Fleischmann Co., New York, has 
become advertising manager of 
Standard Brands, Inc., of which 
Fleischmann is a subsidiary. 


Golfers Elect 


The Advertising Golf Association, 
San Francisco, has choosen Lew W. 
Clark, president; Robert P. Davis, 


ica, will address the Women’s Ad- 
vertising Club of Chicago Nov. 5. 


ere 


vice-president; C. M. Seymour, sec- 


COFFEE TRADE 
HASTENS PLANS 
TO ADVERTISE 


Activity of Tea Industry Is 
Factor 


Chicago, Oct. 29—Plans for the 
proposed $1,000,000 a year campaign 
of the National Coffee Roaster Asso- 
ciation, were given impetus at its 
meeting here this week. Erwin, 
Wasey & Co. are in charge, J. W. 
Millard, director of research, attend- 
ing the convention. 

As a final step the convention au- 
thorized a reorganization to enlist 
all divisions of the industry and 
allied lines and the selection of a 
new name which will look well ap- 
pended to advertisements. 
Meanwhile, a committee will jour- 
ney to South America to discuss con- 
tributions with coffee growers, and 
another will direct a preliminary 
canvass of domestic coffee interests. 
The American Can Company, 
which has long supported the asso- 
ciation financially, sent a representa- 
tive to the convention with a check 
for $10,000 to help defray prelimi- 
nary expenses, with assurance of a 
larger amount. Substantial pledges 
were made by affiliated interests. 


U. S. Competition 


The development of the advertis- 
ing has been retarded by the Grain 
Stabilization Corporation’s exchange 
of 25,000,000 bushels of wheat for 
1,050,000 bags of Brazilian coffee. 
The anxiety of the coffee men was 
relieved by the report of officers that 
they had secured approval of a plan 
for disposing of the coffee without 
demoralizing the market. 
The association first used co-oper- 
ative advertising in 1919. The cur- 
rent appropriation is $160,000, used 
principally for education of restau- 
rants and institutions. 
The coffee men have been spurred 
into a more ambitious effort by the 
plan of the India and Ceylon tea 
growers associations to stage a five- 
year, $6,500,000 tea campaign in the 
United States under the direction 
of the British Empire Marketing 
Board. 
If the plan carries, it will replace 
the present $250,000-a-year program 
of the India Tea Growers Bureau. 
The tea growers think economy 
would be an effective appeal. 
Mr. Millard commented in these 
words: 
“It may be disputed that coffee 
is our favorite breakfast beverage. 
You would be shocked if you knew 
the number of New York business 
and professional men and women 
who breakfast on a roll and a glass 
of Coca-Cola. 


“In the last decade, thousands of 
new outlets have been obtained for 
prepared coffee. Practically every 
drug store serves coffee 15 hours a 
day, and the number of roadside 
lunch rooms has multiplied amaz- 
ingly. Nevertheless, per capita con- 
sumption of coffee in this time has 
increased only .05 of a cup. 

“The beverage business has been 
going to those drinks which are 
effectively promoted. 

“Per capita consumption of milk 
increased half a glass a day between 
1921 and 1926. Citrus fruit con- 
sumption (largely beverage uses) 
has increased six-fold in 30 years. 
Carbonated beverages show an in- 
creased consumption of 70 per cent 
in a decade. 


“The lion’s share of this increase 
has probably gone to Coca-Cola. 
The advertising of this product has 
said it is wholesome, invigorating 
and refreshing. Most coffee adver- 
tising, on the contrary, has been of 
a competitive nature, and has not 
increased the number of users.” 

Mr. Millard also said the coffee 
trade must follow its product into 
the home and restaurant to see that 


retary, and Robert Gates, treasurer. 


it is properly made. 
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ADVERTISING AGE 


HAASE DEVISES 
RATING SCALE 
FOR AGENCIES 


Managing Director of ALN. A. 
Writes Book 


New York, Oct. 29—While in his 
new book, “The Advertising Appro- 
priation,” Albert E. Haase, manag- 
ing director of the Association of 
National Advertisers, discusses the 
four principal methods of fixing ap- 
propriations, his chapter on select- 
ing an advertising agency will prob- 
ably arouse the most debate. 

He qualifies his severe standards 
by remarking: 

“To expect any agency to qualify 
favorably on all these points would 
be to demand perfection. No agency 
can doso. Each agency has its strong 
and weak points. And each agency 
is able to do its best work on certain 
types of accounts.” 


Mr. Haase measures an advertis- 
ing agency by three yardsticks: 
ability, soundness and permanence, 
and ethics and purpose. 


Under “ability” he places the fol- 
lowing sub-headings: organization, 
equipment, location and contact, ex- 
perience, accounts, scope, recogni- 
tion, outputs and endorsements. 

“Soundness and permanence” is 
dealt with under the headings of 
age, stability, financial responsibil- 
ity, and basis of compensation. Mr. 
Haase lists three methods of pay- 
ment: commission on card rates, 
commission on net rates, and service 
fee. 

“Ethics and purpose” is covered 
by ownership, character, business 
methods and policies. 


Some Leading Points 


Some of the significant points he 
gives as worth basing judgment on 
are outstanding individuals in an 
agency personnel; how media de- 
partment is co-ordinated with plans, 
market, research, and merchandising 
divisions; own composing room and 
proofing department or outside serv- 
ice in part or whole; considering 
that agency service is no stronger 
than the’ individual delivering it, 
would the heads of the agency or 
members of the firm handle this ac- 
count?; retention of old accounts; 
domination of any account or ac- 
counts which might make it difficult 
for other clients to secure a full 
measure of service. 


Mr. Haase also suggests a scan- 
ning of the mediums used by the 
agency under consideration, stated 
in percentages; merchandising suc- 
cesses credited to the agency; selling 
or merchandising plans originated 
for clients as opposed to business 
which is merely “placed.” 


Other factors which would influ- 
ence his choice of an agency are 
activity of owners in service; share- 
holding by employes; freedom from 
ownership by clients, publishers, en- 
gravers, printers or other supply 
sources and agency ownership or 
financial interest in mediums or 
clients’ businesses. 

“Speculative work in solicitation” 
is another element to be considered, 
as is “agency paid men in adver- 
tiser’s organization for closer con- 
tact, co-ordination and co-operation.” 


Advantage of System 


“The advantage of this list of 
points is that it aids the advertiser 
to secure a complete understanding 
of the agency he takes under consid- 
eration,” explained the author. 

“Naturally the advertising agency 
chosen should be fertile in sugges- 
tions. Inevitably it must take the 
lead in technique. It should be given 
the lead in the selection of media. 
But these points are of less vital 
significance than the fundamental 
decisions: whether to advertise; 
what to aim for in advertising; how 
much to spend; how to co-ordinate 
advertising and the other aspects of 


WRITES BOOK 


Albert E. Haase 


the marketing program. 

“If the advertiser can bring him- 
self to leave to his agency the re- 
sponsibility of decision for copy, art 
work, selection of media within a 
given group and kindred points, he 
will be able to focus his attention on 
what he is really trying to do with 
advertising.” 

Harper & Brothers are the pub- 
lishers of Mr. Haase’s new volume. 


Newspaper Veteran 


Dies in Louisville 

Morris F. Aronhime, 41, business 
manager of the old Louisville Her- 
ald Post until January, 1931, died 
suddenly in Louisville Oct. 26 while 
talking to Guy W. Beardsley, gen- 
eral manager of the Herald-Post, in 
the latter’s office. 

Mr. Aronhime was advertising 
manager of the Louwisville Courier- 
Journal and Times for nine years. 
A brother, P. G. Aronhime, is on the 
advertising staff of the Herald-Post. 


Read Still Chief 
of Johnson, Read 


In its Oct. 24 issue, ADVERTISING 
AGE, in quoting a letter from 
George H. Read, erroneously re- 
ferred to him as president of The 
Christian Science Monitor. 

Mr. Read is president of Johnson, 
Read & Co., Chicago, the advertis- 
ing agency which has been placing 
advertising for The Christian Sci- 
ence Monitor in ADVERTISING AGE. 


Macfadden Renews 


Printing Contract 

Macfadden Publications, Inc., New 
York, has renewed its contract for 
five years with the Art Color Print- 
ing Co., subsidiary of the W. F. Hall 
Printing Co., Chicago, for printing 
the company’s ten monthlies. 

A part of this work is now being 
done in Hall’s Chicago plant. Here- 
tofore, the entire contract has been 
printed at Dunellen, N. J. 


Bing Crosby on New 


Broadcast for Cremo 
Bing Crosby, baritone, will fea- 
ture the new Cremo Cigar program 
to be started by the American To- 
bacco Company Nov. 2 over the Co- 
lumbia network. 
Crosby, who has made 10,000 discs 
for recording concerns, will broad- 
east twice nightly. 


Strathmore Uses 


Posthumous Work 
A cover design by the late William 
Edward Rudge features a new book 
of letterhead demonstrations issued 
by the Strathmore Paper Co., West 
Springfield, Mass., for Strathmore 
Parchment. 
The design is a reproduction of an 
illuminated parchment cover of the 
middle ages. 


Distributors Take 


400,000 Post Cards 

More than 400,000 post cards have 
been taken by distributors and 
agents of the Perfect Circle Co., 
Hagerstown, Ind., piston rings. 

The distributor pays the postage 
only, printing costs being borne by 
the company. The card campaign 
ties in with publication copy. 


Lang Moves 
The H. Jack Lang Co., newly or- 
ganized Cleveland ge ggg | serv- 


ice, has moved into the Empire 


building. 


ADD BLUE FCF 
TOFOOD COLORS 


Washington, D. C., Oct. 29.—Blue 
FCF has been added to the list of 
coal-tar dyes which may be used in 
coloring foods, the Federal Food and 
Drug Administration announced. 

This brings the permitted list to 
15, including 2 blues, 4 reds, 1 
orange, 5 yellows and 3 greens. 

To satisfy the color-consciousness 
of the modern housewife she may, 
with the consent of Government sci- 
antists, have food to match the 
dishes. She can now have blue 
cereals, if her breakfast dishes hap- 
pen to be blue, the Administration 
explained. 

“Everyone,” said H. T. Herrick, in 
charge of the color certification lab- 
oratory of the Administration, “finds 
more zest in tasty foods which are 
pleasing to the eye. Nature colors 
grain, vegetable, flower, and fruit 
lavishly and furnishes man many 
vegetable dyes now in common use. 

“But nature is not infallible and 
sometimes slights a color. Then the 
scientist is called in to fill the de- 
ficiency so that the highest aesthetic 
demands of the public will be met.” 

The Food and Drugs Act permits 
the manufacturer to color his foods 
with pure and harmless colors. It 
requires, further, that no color be 
used to cover defects or deficiencies 
in foods. 

In general, when artificial colors 
are used in any food product, a 
statement to that effect must appear 
upon the label for the buyer’s pro- 
tection. 


Sponsored Films 


Popular in Denver 
The Denver Theater, Denver, 
Colo., is running a series of spon- 
sored films in color, showing local 
manufacturing plants. No charge is 
made for the service, the contract 
providing the film must be supported 
by newspaper advertising. Bert 
Henson, publicity director of the 
theater, originated the plan. 
Ball & Davidson, Denver agency, 
are writing the advertising talks ac- 
companying the pictures. 


Cotton Letterheads 
Win Southern Trade 


American Banker, New York, is 
using cotton letterheads for all let- 
ters destined for the South and be- 
lieves the plan has created extra 
good will. 

The Record Printing Co., Rock 
Hill, S. C., is one of the sources of 
supply. 


South African Papers 


Sell Front Pages 
The Cape Argus, of Cape Town, 
and Eastern Province Herald, of 
Port Elizabeth, are now selling full 
front page advertising in week-end 
editions, E. S. Koppe & Co., New 
York, have been advised. 
Heretofore, a maximum of 50 per 
cent of the front page has been sold. 


Uses Baby Plants 
in Direct Campaign 
A. Lange, Chicago florist, is sur- 
prising a selected list of Chicago ad- 
vertising men with a gift of baby 
plants in decorative jardinieres. 
The gift is accompanied by a let- 


ter expressing the florist’s felicita- 
tions, 


Fletcher to Write 


Richman Bros. Copy 
Frank Irving Fletcher, New York 
advertising man, has signed with 
Richman Bros. Co., Cleveland, to 
write special copy for the $22.50 
clothing chain. 
Mr. Fletcher has been identified 
with many clothing accounts. 


Latrobe Paper Names 


Hamilton-Delisser 
The Latrobe (Pa.) Evening Bulle- 
tin has appointed Hamilton-Delisser, 
Inc., as national advertising repre- 
sentatives. 
This is effective Nov. 1. 


H. E. Baldwin Dead 


Horace E. Baldwin, 78, national 
advertising manager of the Joliet 


(Ill.) Herald-News, dro dead 
Oct. 27. a 
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THERE AIN’T NO FISH 


You can drag on your hip boots and rig up a rod and 


LL 


line and work mountain streams till you begin to get 
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purple around the neck, but if the stream is fished out, 


you don’t catch any fish. It’s that way with architec- 
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tural magazines. You have to fish where the fishing is 


good. There are 5,004 architects’ offices that endorse 
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ARCHITECTURE. (This analogy isn’t so hot right now; 
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after ail, even an architect doesn’t want to be com- 
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pared to a fish; but you get the idea). Well the point 
* 


is you can cast for the good will and specification influ- 


ence of the 5,004 any day the idea strikes you. The 
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stream is full of good fishing. It’s strictly up to you as 
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to the luck you have. 


(Fishing Season Opens October | 5) 


ARCHITECTURE 


THE CREAM OF THE ARCHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK = CLEVELAND 


CHICAGO’ 


LOS ANGELES SAN FRANCISCO 
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Does Advertising Want to Be 
Regulated? 


Joseph Appel, veteran advertising 
manager of Wanamaker’s, New 
York, one of the best known and 
ablest men in the advertising field, 
made a startling suggestion regard- 
ing the way to eliminate some of 
the objectionable features of current 
advertising practice when he ad- 
dressed the Chicago Advertising 
Council this week. 

He proposed that a general con- 
ference of representatives of all 
advertising interests be called under 
the auspices of the Federal Trade 
Commission, for the purpose of set- 
ting up standards of trade practice, 
and arranging for the enforcement 
of the code by the Commission. He 
proposed five specific rules covering 
the chief evils to which objection is 
being made at present. 

We agree heartily with Mr. Appel 
in his suggestions for the develop- 
ment of a code of trade practices, 
and we think a conference, partici- 
pated in by advertisers, agents and 
publishers, as well as representa- 
tives of other types of mediums, 
would be very helpful in enabling 
standards of practice to be worked 
out. Their acceptance by all interests 
would carry weight with advertisers, 
and enforcement might be had 
through the National Better Business 
Bureau and the local bureaus which 
are affiliated with it. 

To bring the Federal Trade Com- 
mission into the picture seems to be 
a dangerous proceeding. Up to this 
time, advertising has escaped Fed- 
eral supervision and_ regulation, 
largely because it is not regarded as 
interstate commerce, and because it 
is a function of all business, rather 
than a separate industry in itself. 
Now Mr. Appel suggests that this 
strong position be given up, and that 


advertising, as an industry, submit 
tself to the good offices of the Fed- 
eral Trade Commission. 

We believe that Mr. Appel makes 
a distinction in his own mind _ be- 
tween regulation by the Federal 
government and supervision of the 
kind which he believes the Federal 
Trade Commission could supply. We 
are unable to make such a distinc- 
tion. If the F. T. C. is given auth- 
ority to enforce the provisions of a 
code of trade practices, it must have 
power to supervise, impeach and 
punish. That, it seems to us, is about 
all there is to any regulation. 

Many of the leaders of advertis- 
ing, like Ralph Starr Butler, vice- 
president of General Foods, who 
was quoted on this subject in our 
October 24 issue, believe that 
something should be done to elimi- 
nate objectionable advertising, es- 
pecially that of a destructively 
competitive character. They believe 
that disregard of the general good, 
and the abandonment of ethical 
standards in the use of advertising, 
are certain in the long run to bring 
about regulation from the outside, if 
it is not applied from the inside. 

Under these conditions, it seems 
to us, the answer may be found in 
the development of a _ well-defined 
public opinion throughout advertis- 
ing, which will withdraw its support 
from advertisers who consider only 
their own immediate profit, and dis- 
regard the ultimate good of adver- 
tising and business. If such an 
opinion could be crystallized through 
a general conference on the subject, 
it would be exceedingly helpful in 
clearing up the situation. Govern- 
ment intervention should not be 
needed to enable advertising to 
adjust its own affairs. 


How to Kill the Goose That Lays 
the Golden Egg 


In discussions of the danger of de- 
stroying public confidence in adver- 
tising through the wrong kind of 
copy, in which conflicting and per- 
haps untrue and exaggerated state- 
ments and claims are made, it is 
probable that too little attention has 
been paid to a danger of the same 
general kind, which involves possible 
destruction of an equally valuable 
asset, confidence in the mediums of 
advertising. 

Just as today’s highly competitive 
advertising is the result of pressure 
for immediate sales, so are many 
publications showing in their edi- 
torial content the effect of pressure 
from the advertiser for publicity 
which will be of specific assistance 
to him in selling his product. Or at 
least the publicity is sought because 
of that belief. 

The fact of the matter is that 
when publicity in magazines and 
other publications is plainly identi- 
fied as propaganda for the product 


of a certain manufacturer, it is 
recognized by the reader as_ such, 
and the inferences which are drawn 
are complimentary neither to the 
manufacturer nor to the publication. 

Publishers are anxious to co- 
operate with advertisers along legit- 
imate lines, but under today’s con- 
ditions it is possible that some of 
them have gone too far in their 
endeavors to please their advertisers. 
The latter, looking only to the imme- 
diate result, may not take into 
account the final effect on the me- 
diums through which they hope to 
gain a respectful hearing from the 
great American public. 

Comments which have come to 
ADVERTISING AGE from readers have 
indicated that many people have 
been irritated by the evidence which 
they have noted, indicating that the 
columns of their magazines and 
periodicals are being used largely to 
promote the interests of individual 
advertisers. 


ADVERTISING AGE 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: « 


320. Survey of Reader Interest. 

This is the Gallup survey made by 
Liberty, with the Association of Na- 
tional Advertisers as observer. The 
foreword says: “The need to think 
of circulation in terms of actual 
rather than potential readers should 
be apparent to every advertiser. Dif- 
ference in the methods by which 
magazines are sold and in their edi- 
torial appeal make circulation fig- 
ures a poor criterion of the size of 
the audience the advertiser can ex- 
pect to reach. This study has sought 
to establish by sound methods the 
actual number of men and women 
readers the average advertiser 
reaches in the Saturday Evening 
Post, Liberty, Collier's and the Lit- 
erary Digest. 


315. Net Paid Distribufion of the 
National Geographic Maga- 
zine, 

The Washington, D. C., publica- 
tion analyzes its circulation geo- 
graphically and otherwise in this 
68-page booklet, which asserts 98 
per cent of the circulation is deliv- 
ered direct to selected homes. 


316. A Market Guide of South Caro- 
lina. 

This folder from the Greenville 
News and Piedmont describes the 
“three major markets of South 
Carolina,” and introduces a new 
note in a letter from the Director 
of the Census, who certifies “that 
the population of the area defined 
by the Chamber of Commerce of 
Greenville is 63,774.” 


317. Standard Market Data for Oil 
City, Pa. 

Oil City’s trade amounts to $14,- 
479,930 annually, while almost as 
much comes from the trading area, 
this folder, issued by the Oil City 
Derrick, reports. A division by com- 
modities is given. Another feature 
is a list of retail outlets both for the 
city and the trading area. 


318. School Business Is Better Than 
Ever. 

School Management, New York, 
which will make its bow in Janu- 
ary, reaching 50,000 key school ex- 
ecutives, quotes authorities to prove 
that the depression has given the 
school field its biggest year by caus- 
ing children to remain in svhool, 
rather than seek positions. Pur- 
chasing methods are also revealed. 


319. South African Advertising. 

S. S. Koppe & Co., publishers’ rep- 
resentatives, New York, have pre- 
pared a handy reference card listing 
all the South African papers they 
represent, with up-to-date informa- 
tion on market conditions and dis- 
tributors. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


303. Dealer-ized Advertising. 


George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 


by the publication tells just how 
“dealer-ized” advertising works, with 
specific examples. 
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THE BEACON 


—Men’s Wear and Chicago Apparel Gazette 


Voice of the Advertiser 


How Nettleton Is 
Telling New Story 


To the Editor: The new Miller 
Cook newspaper advertising cam- 
paign has created so much favorable 
comment that I am attaching the 
first two advertisements published. 

Others to follow will dramatize 
comparisons between two football 
players, two bird dogs, two watches, 
two violins, two hockey players, two 
stock certificates, etc., ete. 

This campaign is an answering 
challenge to the insidious, exag- 
gerated claims of advertisers who 
would mislead the public. Its frank, 
honest and convincing theme is win- 
ning the respect of a thinking public 
and we feel is going to be very suc- 
cessful, once established. 

H. M. MESSENGER, 
Adv. Mgr., A. E. Nettleton 
Co., Syracuse, N. Y. 


* * * 


“Au, Nerts”’ 


To the Editor: Here’s something 
to take your mind off the depression 
and overdue copy—a phonograph 
record of Ballyhoo’s new theme song, 
written by Norman Anthony, its 
editor, and sung by Eddie Cantor. 
It’s called “Cheer Up, Cheer Up— 
Aw, Nerts!” 

We’re stamping out hundreds of 
thousands of these “Cheer Up” rec- 
ords and look for a sellout. The 
December issue of Ballyhoo devotes 
two pages to the records, which will 
be displayed on the same _ news- 
stands at which Ballyhoo is sold, in 
a special envelope using Ballyhoo’s 
distinctive cover design. 

We hope you'll give this record a 
break—not literally because Durium 
records can’t be broken—and help 
Mr. Cantor and Mr. Anthony try to 
pull the nation out of its slump. 

PAUL CAFFEY, 
Adv. Mgr., Durium Products, 
Ine., New York. 


* * * 


Policy on Discounts 

To the Editor: The item in AD- 
VERTISING AGE saying discounts on 
Corona and L C Smith typewriters 
to large users had been discontinued 
should have read: 

“All discounts on Corona type- 
writers to teachers and large users 
with the exception of the United 


HIDDEN VIRTUE 


the race proves the winner. A shoe, like @ horse, 

B UT- does not reveal its stomina—its endurance—on the sur- 
face Superior shoemoking os well os the materials used 
is whet mokes Miller Cooks weor longer, ond better in 
actual service For instance — sold leather counters ond 
box toes insteod of composition subshtutes. Avoid the 
waste of good dollors on shoes that look alll right only 
when brand new. Poy $10—and not a cent less—ond 
get Miller Cook style, comfort, and losting good looks 
They're made by Nettleton. 
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OEVER 


States Government and existing con- 
tracts until expiration, have been 
discontinued.” 
This ruling does not apply to the 
L C Smith. 
TED SWANSON, 
Adv. Dept., L C Smith & 
Corona Typewriters, Inc., 
New York. 


* * * 


Sorry, Gentlemen 


To the Editor: You reported 
Building Supply News as the pub- 
lisher of the booklet “The Building 
Supply Dealer as a Force in Dis- 
tribution.” 

This might look to the Blaker 
Advertising Agency, and our good 
friends Alfred E. Fountain, Jr., and 
R. B. Jones, as though we were try- 
ing to claim their thunder. 

It was through the courtesy of 
Mr. Fountain we were able to secure 
a limited supply of these booklets. 

The reference will not harm us, 
but it looks as though an apology is 
due the Blaker Advertising Agency 
and the authors. 


C. R. LAcgy, 
Building Supply News, 
Chicago. 
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FEATURE SILVER 
TYPEWRITERS IN 
FALL CAMPAIGN 


New York, Oct. 29—Sterling sil- 
ver typewriters will be displayed by 
dealers to tie in with a magazine 
advertising campaign by L. C. Smith 
& Corona Typewriters, Inc., featur- 
ing a new “Sterling Model” of the 
Smith-Corona typewriter. 

While the new machine is port- 
able, it is designed for use wherever 
convenience, space and economy are 
major considerations. The name, 
Smith-Corona, subtly expresses the 
new objective, “Smith” representing 
the standard machine and “Corona” 
the famous portable. 

To identify the typewriter, rep- 
resenting “a new standard of fit- 
ness,” the company has attached a 
sterling silver medallion to each 
top plate. 


Unusual Hook-Up 


Gordon Laurence, advertising 
manager, explained that in search 
of a startling new tie-up to rivet 
public attention on the local dealer, 
the new sterling silver show ma- 
chine was developed. 

A Smith-Corona, in a solid silver 
case designed and finished by Gor- 
ham, is the central feature of a dis- 
play which includes a hand-lettered 
eight-panel silver screen, a_ silver 
medallion base and two simple black 
and white end cards carrying the 
advertising message. 

A floor covering of midnight blue 
is also provided. This ensemble, pre- 
senting the typewriter not as a piece 
of machinery, but as a beautiful ar- 
ticle in which anyone may feel the 
pride of possession, is expected to 
help dealers obtain the maximum 
benefit from the advertising to run 
in the Saturday Evening Post, Col- 
lier’s, American Magazine, The 
New Yorker, Fortune, Popular 
Science Monthly, St. Nicholas, Scho- 
lastic and a number of trade papers. 


Has Metal Account 


The Simpers Co., Philadelphia, 
has been appointed by the Heintz 
Mfg. Co., Philadelphia, metal stamp- 
ings and pressed metal specialties. 


| 


Maj. H. E. Blood 


NORGE BOOSTS 
APPROPRIATION 


Milwaukee, Wis., Oct. 29—Maga- 
zines, newspapers and direct mail 
will be used in the 1932 advertising 
of the Norge Corp., Detroit manu- 
facturer of electric refrigerators, 
the appropriation representing a 
minimum increase of 30 per cent 
over 1931. 

The 1932 copy will feature the 
slogan, “See the Norge before you 
buy.” 

Norge has risen from 23rd _ to 
fourth position in the industry this 
year according to Major Howard E. 
Blood, president, who reports a sub- 
stantial increase over every month 
of 1930. The gain for the first nine 
months was 528 per cent. 


The Norge Corporation recently 
took over the Alaska Refrigerator 
Co., Muskegon, Mich., and will do 
all assembly work there. The De- 
troit plant will be converted into a 
rollator factory exclusively, although 
the compressor test plant and engi- 
neering laboratories will also remain 
in Detroit. 

The Cramer - Krasselt Company 
handles the account, Harry W. Terry 
being account executive. 


MOVIE STAR 


TESTS NORGE 


Joan Blondell, of Warner Bros., climbs in a Norge to ascer- 
tain if it is as cold as advertised. 


Ultra-Violet Light 


and for Offices, Hospitals, Gymnasiums, Hotels, 


Leading Manufacturers offer special fix- 
tures at half previous prices. New Mazda 
Sunlight Lamp uses 60% Less Current 


AVE of bathe in artificial sunlight —tuenthe 


‘ 5 nursery into a sunny beach—read of play 
under good light that is rich in ultra-violet rays! 


With the advent of the New Mazoa Sunlight With 


Lamp (Type S-2) and the wide variety of special 
fixtures necessary for its wee, you can make sure 
that every member of your family is exposed 
every day to these rays that build vitamin-D in 
our bodies. 

You may have a ceiling of wall fixture im bath 
foom, kitchen, of nursery, and’ ateractive port. 
alte lamps in other rooms, at little more than the 
cost of good lighting alone 

Some of these fixtures are offered at bess than 
half lase year’s prices. And the New Mazpa Sun- hav 
light Lamp (Type $2) not only costs less, but 


Tor kvery 


Solariums, Swimming Pédols, Indoor Playgrounds 


Home 


consumes far less current than any 
previous Mason Sunlight Lamp. 
Children need ultraviolet for 
its aid in forming good teeth and 
strong bones, and dag 
rays play an important part in 
the maintenance of health of 
people of alll ages. 
2 ceiling of Wall fixture in 
the bathroom, you can 
that every member of the family 


be sure 


will receive a daily exposure to 
ultra-violet radiation. For a quick 
tan you will naturally want to use 
2 portable fixture which permits 
you to get neater to the Maza 
Sunlight Lamp 

Look for these inexpensive fixtures at your Ths are Mates Sestuhs bane ns wee pe incanaioy of tae 
focal stor 
‘c the heahb-bullia ing benefits of ultra-violet Se 
throughout the coming win 


‘THE NEW MAZDA SUNLICHT LAMP (Type 8.2 


s—make sure that your family will py 
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Physical CULTURE M. agazine 
_ © Growing in Prestige and Circulation ® 


PRESENT RATE $875 A PAGE BASED ON 290,000 CIRCULATION 


OCTOBER 193I SALE OVER 400,000 NOV. &DEC. EDITIONS 575,000cach 


Arkansas Dailies 
to Start Campaign 


Arkansas Dailies, Inc., publishers 
representatives, appointed a com- 
mittee to arrange for an advertising 
campaign at the annual meeting in 
Little Rock, Ark., Oct. 26. Twenty- 
one of the daily newspapers of the 
state are now members. 

I. A. Simpson, of the New York 
office and H. W. Mallinson, Chicago 
office, were the speakers at the meet- 
ing, attended by 42. 


Dykstra Back With 
Transformer Corp. 


E. J. Dykstra has returned to the 
Transformer Corp. of America, Chi- 
cago, as general* sales manager, 
after an illness. 

. E. Klank, director of publicity, 
has been promoted to advertising 
and sales promotion manager of the 
company, making Clarion receivers. 


Plan Dry Daily 
Dr. Stanley High and associates 
will publish a morning daily in New 
York to be devoted to the enforce- 


rent of the prokibition act. It will 
start early in 1932. 


Increase Guarantee 
Motion Picture Unit, New York, 
will increase its guarantee by 200, 
000 with the February, 1932, issue. 
There is no change in rates. 


O. K.’s Bleed Pages 
Harper’s Bazaar, New York, has 
announced it will accept bleed pages 
for — in black and white. 


14 Per Cent 
Lineage Loss 
in Newspapers 


New York, Oct. 29—National ad- 
vertising lineage in 119 newspapers 
in 30 cities amounted to 16,844,654 
in September, a loss of 4,440,089, the 
New York Evening Post reports. 
Local and classified lineage also de- 
clined, the total loss from Septem- 
ber, 1930, being 138,537,218 lines. 

The loss in national lineage was 
general, there being no city which 
was able to report a gain over Sep- 
tember, 1930. Some individual pa- 
per reported gains in national line- 
age, however. 

Among these were the New York 
American, 20,428 lines; New York 
Mirror, 6,674; New York Evening 
Sun, 7,948; New York World-Tele- 
gram, 116,034; Boston Herald-Trav- 
eler, 6,375; Boston Record, 3,523; 
Washington Herald, 18,210; Wash- 
ington Evening News, 844; Colum- 
bus Citizen, 7,944. 


Transfer Schwertz 


The Haire Publishing Co., New 
York, has transferred Jules A. 
Schwertz to Pittsburgh. 


Joins “Pilot’’ 
Charles F. Nielsen, formerly with 


the Lockheed Aircraft Corp. . Bur- 
bank, Cal., has become associate edi- 


tor of The Pilot, Glendale, Calif. 


“Breeder’s Gazette’”’ Will 
Absorb “Dairy Tribune” 


Breeder’s Gazette, of Chicago and 
Spencer, Ind., has come into posses- 
sion of the Dairy Tribune, and the 
two papers will be merged with the 
January issues. The new name will 
be Breeder’s Gazette and Dairy 
Tribune. 

Walter L. Miller, publisher, said 
the publication will have an A. B. C. 
circulation of 225,000, making the 
milline rate $6.66. 

The 728-line page and present me- 
chanical make-up of Breeder’s Ga- 
zette will be retained. 


Moll New Manager 
of Gardner Branch 


William J. Moll, vice-president and 
director of service of the Gardner 
Advertising Company’s New York 
oftice, has been appointed New York 
manager. 

He came to Gardner in 1927 as 
account executive. 


Form Coast Service 
Advertisers Idea Service has been 
formed by Los Angeles writers and 
artists to provide layout, art, copy 
and ideas to agencies and advertis- 
ers. Monroe H. Shaw will direct the 

copy and creative department. 


“The American Boy” 
Prints in Chicago 
The American Boy, heretofore 
printed in Detroit, has placed a ten- 
year contract with the W. F. Hall 
Printing Co., Chicago. 
The contract involves siete 
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LAUNDRY COPY 
FOUND CRITICS 
ON EVERY SIDE 


One Weakness of Co-operative 
Campaigns 


New York, Oct. 29—The adver- 
tiser or agent who promotes a co- 
operative advertising campaign may 
reconcile himself to a full meed of 
criticism, with little or no commen- 
dation, according to an expert who 
was behind the scenes in the pro- 
gram of the Laundryowners Na- 
tional Association. 

This organization recently con- 
cluded a four-year campaign in 
charge of the Millis Advertising Co., 
Indianapolis. Efforts will not be re- 
newed for at least another year. 
About $6,000,000 was spent, chiefly 
in magazines, with many supplemen- 
tary aids being used. 

One year’s program was devoted 
to an “Alice in Launderland”’ series, 
and another to a “Mrs. Martha 
Lang,” who interpreted the laundry 
to home managers. 

In the South sectional copy di- 
rected at the peculiar problem of 
Southern laundries in meeting the 
competition of colored washwomen 
was carried in a magazine circulat- 
ing exclusively in that section. 

The national advertising commit- 
tee was made up of W. G. Conover, 
of Philadelphia, then president of 
the L. N. A.; W. E. Fitch, Joliet, 
Ill, general manager, and W. A. 
Johnson, Galveston, Texas, a direc- 
tor. There were about 4,000 contrib- 
utors, including 400 allied trade 
firms. 


Plenty of Critics 


The conduct of the campaign 
drew as many critics proportionately 
as prohibition, with as little agree- 
ment on alternatives. At a conven- 
tion one of the advertising commit- 
tee, in answering a criticism, made 
the sharp retort that some of those 
who contributed least did the most 
kicking. Mountains of advice were 
showered upon the director of the 
campaign and much of it was con- 
tradictory. 

One subscriber complained he had 
been affiliated with the National Ad- 
vertising Campaign for two months 
and wished he hadn’t gone into it, as 
he couldn’t see any results coming 
in. Another thought the magazine 
copy was too highbrow. 

A considerable number considered 
their contributions to the national 
fund as constituting all the adver- 
tising they needed to do. Inevitably 
they were disappointed at results, 
while those who looked on the na- 
tional campaign merely as a supple- 
ment to their own local advertising 
generally profited by both. 

From the start many objected that 
good and bad laundries, contributors 
and non-contributors, would benefit 
alike from publicity that sought to 
promote the industry as a whole. 
After two years, these same object- 
ors were saying “I told you so,” and 
pointing to a large number of new 
entries in the business, who, it was 
alleged, heard of the $6,000,000 fund 
and came in for a free ride. 


Survey Is Roasted 


In selling the idea to its members 
the association emphasized a sur- 
vey indicating that only 20 per cent 
of the potential market had been de- 
veloped. Later it was asserted freely 
that this publicity was also charge- 
able in part for the large increase 
in the number of competitors. 

Association officials now believe 
27 per cent of the market has been 
reached, but only about another 27 
per cent is immediately available, 
the remaining 46 per cent being com- 
posed of inaccessible rural popula- 
tion and of income classes who can- 
not buy power laundry service. 

Criticism was directed at the fail- 
ure to develop a slogan with a 
punch. “The Laundry Does It Best” 


ESTELLE TAYLOR PARTICIPATES IN GENERAL ELECTRIC DRIVE 


The movie star took a ride in the Stutz offered as first prize in the Lenz Interna- 
tional Contract Bridge Contest, conducted by Judge and sponsored by General Electric 
Mazda lamps, and promised to enter the competition. “Better lighting for bridge games” 


is the key to the contest. 


was played on by facetious wags 
who added the possessive to “It.” 
“Let the Laundry Do It” was not 
objectionable, but was said to lack 
the catchy vigor of “Gifts That 
Last,” “Save the surface and you 
save all,” and “Say it with Flowers.” 
Strong objection was voiced to the 
publication and distribution to sub- 
scribers of an annual prospectus of 
the campaign at a cost of $1.88 each. 

The mediums did not fail to come 
in for criticism. The major portion 
of the fund was spent in national 
magazine space, and the basis of 
contributions was the combined cir- 
ciation of the chosen mediums in 
the contributors’ districts, taken in 
conjunction with the sizes of the 
units. 


Criticise Media Choice 


Many laundryowners urged that 
newspapers be used. Others wanted 
national direct-mail. Many were dis- 
pleased with the bundle inserts fur- 
nished by headquarters. It was 
charged that great waste was per- 
petrated in printing truck posters, 
which in many cases were not util- 
ized by contributors. 

Some called for a drive directed 
at the domestic washer competition, 
“Calling a spade a spade, and tak- 
ing an eye for an eye,” although an 
amicable agreement had been reached 
by the two industries not to fight 
each other by derogatory publicity. 
The proposal by laundry operators 
to turn their heavy artillery on the 
washer manufacturers followed re- 
ports that the latter’s salesmen were 
violating the truce by making dam- 
aging and untrue statements regard- 
ing power laundry sanitation. 

Notwithstanding these criticisms, 
there are good reasons for believing 
the laundry campaign was reason- 
ably effective. 

Laundry volume, according to the 
1929 census, was $509,000,000, 
against $453,000,000 for 1927—a 
gain of 12.3 per cent. 


Joins Hamilton-Brown 

After 12 years with the Feltman 
& Curme Shoe Co., J. H. Kotz has 
become manager of the women’s 
merchandise department of the Ham- 
ilton-Brown Shoe Co., St. Louis. 


Clubs to Visit 


The advertising clubs of Portland 
and Seattle will exchange visits, the 
Seattle club being slated for Port- 
land Nov. 18. 


Joins Lord & Thomas 
J. R. Whalen, formerly production 
manager for the William H. Rankin 
Company, has joined the New York 


office of Lord & Thomas and Logan. 


OUTDOOR CHIEF 


George W. Kleiser 


Typographic Society 
Opens Season Nov. 16 


The first of ten lectures on “Mod- 
ern Typography” will be given by 
the Chicago Society of Typographic 
Arts Nov. 16, the speaker to be an- 
nounced later. 

Logan Anderson, of R. R. Donnel- 
ley & Sons Co., is president. 


Offer Free Trial 
- of Henry Cigars 


Carl Henry, Inc., New York, is 
offering a free trial of nicotineless 
cigars and cigarettes in a new direct 
mail campaign. 

The customer may return the 
stock without payment if he is dis- 
satisfied after smoking 20 cigars or 
cigarettes. 


Inject New Life 
in Sixth District 


Following a conference in Chicago, 
Joseph L. Starr, Hollister Labora- 
tories, Madison, Wis., new governor 
of the Sixth District, A. F. A., an- 
nounced plans for revival of activity. 

A convention may be held shortly. 


Narsery Picks Rankin 


A. E. Kunderd, Goshen, Ind., bulbs 
and gladioli, has placed his advertis- 
ing with the Chicago office of the 
William H. Rankin Company. 


Trefny with “News” 
William P. Trefny has joined the 
Chicago Daily News, coming from 
the Chicago Herald & Examiner. 


WHIP PROGRAM 
IN SHAPE FOR 
OUTDOOR MEET 


Chicago, Oct. 29—“How Advertis- 
ing can aid American business” will 
be the theme of the 41st annual 
meeting of the Outdoor Advertising 
Association of America at the Hotel 
Statler, Detroit, Nov. 10-13. George 
W. Kleiser, of Foster & Kleiser, San 
Francisco, is president. 

Wednesday, Nov. 11, will be given 
over to Outdoor Advertising, Inc., 
the new special representative of 
the outdoor advertising plant own- 
ers. Albert M. Briggs, vice-presi- 
dent, will preside at the morning, 
and Kerwin H. Fulton, president, at 
the afternoon session. 

A host of celebrities, in and out of 
the advertising field, will speak dur- 
ing this special session. Among them 
will be Henry Ewald, president of 
the Campbell-Ewald Co.; Arthur R. 
Burnett, secretary of the outdoor 
advertising committee of the Asso- 
ciation of National Advertisers; 
Frank T. Hopkins, vice-president 
and general manager, National Out- 
door Advertising Bureau; Porter 
Leach, vice-president, Outdoor Ad- 
vertising Agency of America; H. K. 
McCann, president, McCann-Erick- 
son, Inc.; W. A. Gibson, Jr., Out- 
door Service, Inc., and others equally 
prominent. 

The convention will be under the 
direction of H. C. Macdonald, of 
Walker & Co., Detroit, with Harold 
L. Eves, of the Outdoor Advertis- 
ing Association of America as vice- 
chairman. 

Mrs. Macdonald will be in charge 
of the ladies’ committee. 


“Bargain Week-End” 
Planned for Chicago 


The Chicago Evening American 
has launched plans for a “bargain 
week-end” Nov. 12-14 to stimulate 
buying. 

Merchants will use all mediums to 
exploit the event. 


“National Geographic” 


Moves Chicago Office 
The Chicago office of National 
Geographic Magazine, Washington, 
D. C., has moved to the Palmolive 
building. 
Joseph C. Wahler is Western man- 
ager. 


MODIFICATION 
OF TRUST LAWS 
RECOMMENDED 


Washington, D. C., Oct. 29—Modi- 
fication of anti-trust laws to enable 
industries to regulate operations un- 
der agreements subject to abrogation 
by a government commission was 
advocated before a special subcom- 
mittee of the Senate Oct. 26 by 
Henry I. Harriman, president of the 
New England Power Co., and chair- 
man of the Committee on Business 
Continuity and Employment of the 
Chamber of Commerce of the United 
States. 

Such a step, Mr. Harriman de- 
clared, would do more to stabilize 
business, prevent wage cuts and 
stimulate economic recovery than 
any other one thing. 

Mr. Harriman and J. Maurice 
Clark, professor of economics of Co- 
lumbia University, testified at a 
hearing before the Committee rela- 
tive to establishment of a National 
Economic Council authorized under 
Senate Resolution 460. Senator La 
Follette (Rep.), of Wisconsin, and 
Senator Sheppard (Dem.), of Texas, 
directed the hearing. 

Mr. Harriman testified that the 
Chamber of Commerce Committee, 
in its study of methods to stabilize 
business, felt that our present anti- 
trust laws were largely adopted un- 
der conditions different from today, 
when free competition was deemed 
desirable. 

Under present conditions, with 
overproductive capacity in many 
lines and the resulting “heart-break- 
ing competition” and economic de- 
spair, the laws should be “reason- 
ably modified to correct the situa- 
tion,” he said. 

Asked if such agreements within 
industries, as proposed in the com- 
mittee’s report, would tend toward 
price-fixing, the witness declared the 
contracts should be filed with some 
government commission which would 
have the right to pass upon the jus- 
tice or injustice of the arrangement 
in its relation to public interest. 

If it was shown price-fixing would 
result from such contracts, the com- 
mission could abrogate the contract, 
he said. 

Chairman La Follette asked if 
that would not entail the commission 
entering into consideration of what 
determines a fair price. Mr. Harri- 
man replied that it would. 


Examination of Books 


“Would it give the commission the 
right to examine corporation books 
and records?” the Senator asked. 
“Absolutely,” the witness replied. 

In discussing the advisability of 
setting up an economic council to 
guide business, Mr. Harriman said 
he favored a “relatively small” eco- 
nomic council, appointed by _busi- 
ness, supported by business and en- 
tirely advisory. Such a council, he 
believes, should be directed by three 
to five members who are well paid 
and should have from $500,000 to 
$1,000,000 a year to carry on the 
organization. 

Each trade association would have 
its own council to cooperate with the 
executive council which would have 
as ex officio members the Secretary 
of Commerce, the Secretary of Agri- 
culture and the Attorney General, 
he proposed. 

The council, in his opinion, should 
deal with fundamental underlying 
“economic problems such as foreign 
trade, wages and distribution.” 

Asked if he felt underconsumption 
is a problem worthy of considera- 
tion by such a council, Mr. Harri- 
man replied: “I certainly do.” 

He added that the council should 
also seek to determine what should 
be required to maintain a proper 
standard of living. 

“A very considerable part of our 
population,” he said, “are living in 
homes that are entirely inadequate. 
I look for a big break in our depres- 
sion when the building industry be- 
gins to function on a broad basis 
and when people turn to homes in- 
stead of automobiles.” 
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October 31, 1931 


ADVERTISING AGE 


Three 


... but one was seen by 
133% more men and 
50% more women, than 
either of the others! 


{ On the basis of strictly com- } 


parable units of circulation 


Three little ads. All half pages. Same headline, same copy, same 
illustration. Identical in every respect—except that one appeared 
in a magazine with a smaller page size than the others. 


One of these ads did a more than 133% better job for its em- 
ployer. It got itself read by 133% more men and 100% more 
women than one of its brothers—and by 367% more men and 


50% more women than the other! 


That ad was the smaller ad. It appeared in LIBERTY. The 
others appeared in two of the country’s largest weeklies. And the 
facts about them were gathered in the _ of making the first 

to determine exactly what 


census of reader interest ever conducte 
magazine readers see and read. 


The Gallup Tests 


For years, you have been used to magazine presentations based on circula- 
tion and editorial content. But in the final analysis, it is not circulation nor 
editorial analyses, but readers-per-advertisement that make advertising 
profitable. No magazine, in itself, can sell goods. That is the advertisement’s 
job. All the magazine can do is bring your advertisement to the reader’s 


attention. 


Following this line of thought, Dr. George Gallup, professor of Advertis- 
ing and Journalism, Northwestern University, took his trained investigators 
into Springfield, Mass.; Philadelphia, Pa.; Greensboro, N. C.; Columbus, 


O.; Topeka, Kansas, and Sioux Falls, S. D. 


With current copies of the four leading magazines under their arms, they 
pushed 15,000 doorbells. Talked to whoever answered. Checked over, page 


These identical half- 
page advertisements 
appeared in Liberty 
and in two other 
Weeklies. 


Winner 


... not by a hair, 
but a head of hair 


This young men’s best stock-in-trade is a vigorous, well- 
groomed look. A weekly massage with “Vaseline” Hair Tonic 
keeps his heir thick, shining and healthy. Then «few drops of 
“Vaseline” Heir Tonic applied at the time of combing, and 
behold, the handsome effect! Simple though this procedure 
sounds, it improves men’s looks immensely. A fine thatch of 
heir means health from the scalp cut. Easily achieved # you 
follow this “Vaseline” Heir Tonic routine. Apply the Tonic 
directly to the scalp, gresp the head firmly with both hends 

: and massage round and round from neck and 
temples up to the crown, until the scalp moves 
loosely and feels pleasantly atingle. Shampoo es 
usual, then alter the hair is dry, brush on @ bit 
more Tonic to keep it smooth and well-dressed. 


... not by a hair, 
but a head of hair 


This young man’s best stock-in-trade is @ vigorous, well- 
groomed look. A weekly message with “Vaseline” Hair Tonic 
keeps his hair thick, shining and healthy. Then a few drops of 
“Vaseline” Hair Tonic applied. at the time of combing,’ and. 
behold, the handsome effect! Simple though this procedure 
sounds, it improves men’s looks immensely. A fine thatch of 
heir means health from the scalp out. Easily achieved # you 
follow this “Vaseline” Hair Tonic routine. Apply the Tonic 
directly to the scalp, grasp the head firmly with Both hands 
and massage round and round from neck and 


.. not by a hair, 


but a head of hair 


This young man’s best stock-in-trade is a vig 


usual, then alter the hair is dry, brush on a bit 
more Tonic to keep it smooth and well-dressed 


earer oe 


by page, what had been seen, what had been read in each one of the four 
magazines in those households where a current copy of any one was found. 


No Reader Votes—No Opinions 


No opinions were asked. No votes taken. Merely a 
tabulation of both editorial articles and advertisements 
actually seen in each of the four magazines. Much of 
the actual interrogation and tabulation was under the 
direct observation of representatives of the Associa- 
tion of National Advertisers. 


When the investigators had finished with their six 
separate studies, they found that on the basis of equal 
circulation units (say 1000 copies) the average page 
advertisement had been seen in LIBERTY by... 


® 73% more women and 32% more men 
than in magazine A 


® 33% more women and 15% more men 
than in magazine B 


® 153% more women and 85% more men 
than in magazine C 


Translate this into cost, and the facts are even more 
interesting. For LIBERTY’S page costs, following com- 
modity prices, have dropped 35%. So every dollar the 
advertiser invested in LIBERTY got his page adver- 
tisement seen by: 


© 168% more women and 107% more men 
than in magazine A 


© 77% more women and 54% more men 
than in magazine B 


© 188% more women and 109% more men 
than in magazine C 


Other space units are proportionately as effective, 
which means that regardless of space used, as much as 
a 367% variation in the power of your advertising lies 
in your space buyer’s hands! 


A Modern Publishing Formula 


We have long suspected this greater reader interest in 
LIBERTY. Now it is established. The reasons are clear 
to those who know LIBERTY and how it was scientifi- 
cally planned to be a more effective advertising me- 
dium: 

1. Its handy size is a factor. 

2. Advertising -next-to-complete-story (no run- 

overs) is a factor. 

- 99% single copy circulation, bought only when 
wanted, is a factor. 

. And 100% newsy, concise, dramatic editorial ap- 
peal, keyed to rapid-fire, post-war state of mind, 
by artists and writers famous for that type of 
work, is a factor. 


Write for Gallup Report 


If you’re buying space on a bread-and-butter basis to- 
day, you're interested in readers-per-ad as a basis for 
your spending. Now, for the first time, such an analysis 
of the four mass weeklies can be offered. We will be 
glad to present a copy to executives of advertisers and 
advertising agents. 

Address LIBERTY, 420 Lexington Ave., New York 
City. It will be delivered to you promptly by a 
LIZERTY representative capable of answering any 
questions you may ask. 


~~ Ww 


theker-top bottles. This i: of 
Mls. Co., Cons'd., 17 Steve New York, N. ¥. 


—— ee 


Vaseline HAIR TONIC 


This Advertisement appeared in Weekly A” 


This Advertisement appeared in Liberty 


sheker-top bottles. This is ¢ product of the 
Mss. Co., Cons'd., 17 State Street, New York, N. ¥ 
© eee ee 


Vaseline HAIR TONIC 


This Advertisement appeared in Weekly "B” 


These are some Advertisers who are getting 
more for their money by using Liberty: 


AMERICAN SAFETY RAZOR 
AMERICAN TEL. & TEL. CO. 
AMERICAN TOBACCO CO. 
AXTON-FISHER TOBACCO CO. 
B. V. D. CO. 

BARBASOL CoO. 

BAUER & BLACK 

BEECH-NUT PACKING CO. 
BORDEN CO. 

BRISTOL-MYERS CO. 


BROWN & WILLIAMSON 
TOBACCO CO. 


BUICK MOTOR CAR CoO. 
CANADA DRY GINGER ALE CO. 
CHESEBROUGH MBG. CO. 
CHEVROLET MOTOR CO. 

CHI., MIL., ST. P. & PAC. R. R. 
CHRYSLER MOTORS CORP. 
CLUETT-PEABODY & CO. 
COCA-COLA CO. 

COLUMBIA PICTURES CORP. 
COTY, INC. 

CROSLEY RADIO CORP. 

R. B. DAVIS CO. 

JOS. DIXON CRUCIBLE Co. 
ENCYCLOPAEDIA BRITANNICA 


ETHYL GASOLINE CORP. 
EX-LAX, INC. 
FLORIDA CITRUS EXCHANGE 


GENERAL ELECTRIC CO., 
PHOTOFLASH LAMPS 


GENERAL ELECTRIC Co., 
RADIOS 


GILLETTE SAFETY RAZOR CO. 
ALEXANDER HAMILTON INST. 
HEWES & POTTER 

HINZE AMBROSIA, INC. 

CHAS. E. HIRES Co. 
HOUBIGANT, INC. 

INDIAN REFINING CO. 


INTERNATIONAL MERCANTILE 
MARINE 


JANTZEN KNITTING MILLS 
JOHNSON & JOHNSON 
KELLOGG CO. 

KOLYNOS Co. 

KRESS & OWEN CO. 
LAMBERT PHARMACAL Co, 
LARUS & BROS. CO. 

LEVER BROS. Co. 


LIGGETT & MYERS 
TOBACCO CO. 


MENNEN Co. 

PHILIP MORRIS & CO. 
NORTHWESTERN YEAST CO. 
NORWICH PHARMACAL CoO. 
OAKLAND MOTOR CAR CO. 
PARKER PEN CO. 

PEPSODENT Co. 

POMPEIAN CO., INC. 

RCA VICTOR CORP. 

R. J. REYNOLDS TOBACCO Co. 
SINGER SEWING MACHINE CO. 
A. G. SPALDING & BROS. 
STANCO, INC. 

A. STEIN & CO. 

TEXAS CO. 

VAPO CRESOLENE Co. 
VELDOWN COMPANY, INC. 
WANDER CO. 


G. WASHINGTON COFFEE 
REF. CO. 


L. E. WATERMAN CO, ~ 
R. L. WATKINS CO. 
WESTERN CLOCK Co. 

W. YOUNG CO. 

ZONITE PRODUCTS CORP. 


Liberty. ... AMERICA’S Best Read Weekly 
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Chicago, Oct. 29—Walter C. Bow- 
man, Chicago attorney, has been ap- | 


peinted trustee for creditors of the 
Porter - Eastman Co., Chicago 
agency. Nov. 6 has been set for a 
meeting of creditors. 

The agency filed a voluntary peti- 
tion in bankruptcy Oct. 21. unac- 
companied by a statement of assets 
and liabilities. This schedule must 
be filed within ten days from that 
date. The petition was signed by 
Charles H. Porter, president of the 
company. 

For the present, Mr. Porter will 
devote his energies to liquidating 
the agency’s affairs. Beyond declar- 
ing that he is out of the advertising 
business permanently, he said his 
plans for the future are indefinite. 

Earl W. Porter and E. F. Alden, 
two of the company’s five vice-presi- 
dents, have joined Gale & Pietsch, 
Inc., Chicago agency. 

W. L. Eastman, the secretary and 
treasurer, is now in the Chicago 
office of Albert Frank & Co. 

Clarence Porter, formerly contact 
man for the Porter-Eastman Co., 
has joined Behel & Harvey, Inc., 
Chicago, in the same capacity. 

Among the company’s __ better 
known accounts were Brown & Bige- 
low, St. Paul; Deere & Co., Moline, 
Ill.; Mantle Lamp Company of 
America (Aladdin lamps), Chicago, 
and the National Pressure Cooker 
Co., Eau Claire, Wis. 


Utility Advertisers 
Repeat Copy Contest 

Eric W. Swift, assistant superin- 
tendent of the advertising depart- 
ment of the Commonwealth Edison 
Co., Chicago, has been reappointed 
chairman of the better copy commit- 
tee of the Public Utilities Advertis- 
ing Association. 

Mr. Swift has already served two 
years. 


CONTROLLED 
CIRCULATION 


“School Management” will have 4 con 
trolled circulation of 50,000 copies monthly. 
There are already about 150 controlled 
circulation publications in specialized and 
trade fields, including such successful publi- 
cations as “Progressive Grocer,’ “Good Hard- 
ware,” ‘Medical Economics,” “Oral Hygiene” 
and “Drug Topics.’’ By means of controlled 
circulation magazines, advertisers can reach 
all of the “key” people in a specialized 
market, a coverage which is not possible 
through any other available unit, or units of 
circulation. 


TO WHOM THE 50,000 
COPIES WILL GO 


9,000 copies will go to every City, County 
and State Superintendent in the United States, 
and their important Assistants, including Busi- 
ness Managers and Purchasing Agents wherever 
there are such executives. 40,000 copies will 
go to Principals of the largest public and 
private schools in the United States and 1,000 
copies to a hand-picked list of outstanding 


* 


Data about the 


PARENTS’ MAGAZINE 
ANNOUNCES 
that a subsidiary company 
entirely owned by it 
will begin 
the Publication of 
SCHOOL MANACEMENT 
in January, 1932 


market, an advance dummy of the 
magazine and an advertising rate 
ecard will be gladly sent on request 


Providence, R. L, Oct. 27—An 
anti-prohibition resolution and a 
stirring plea that the full force of 
|advertising be turned on to break 
the jam in the business stream, fea- 
tured the 12th annual convention of 
|the First District, Advertising Fed- 
eration of America, here. 

Gilbert T. Hodges, president of 
the Advertising Federation of Amer- 
ica, said President Hoover’s banking 
pool will mark the turning point in 
business conditions if advertisers 
have enough courage in their own 
products and in the country to ad- 
vertise normally. 

“It isn’t enough to loosen credit, 
which is all we can expect from the 
Hoover pool,” he commented. 

“That credit must be used. Cam- 
paigns held in abeyance for want of 
capital or courage must now be put 
in motion to bring forth the buying 
power of the masses. 

“The power to induce buying lies 
within the control of the producer. 
It is in his own salesmanship—his 
ability to make attractive merchan- 
dise and present it attractively. 


A Personal Problem 

“It is high time we realize the 
problem of business recovery is a 
personal one with each of us—that 
vigorous, well directed efforts to dis- 
tribute our products are even more 
important in bad times than good. 

“The economic function of adver- 
tising is to stimulate new wants and 
desires—new ambitions and aspira- 
tions. It must now be put on the 
job on a full-time basis.” 

Another speaker said the anemic 
appearance of most magazines and 
newspapers serves as a_ constant 
warning to the public that the de- 
| pression is still on. 
| The anti-prohibition resolution 
| adopted by the First District asked 


THE 


school architects and professors in Schools 
of Education having an important influence on 
purchasing for schools. 


POCKET SIZE 


“School Management’ will be about the 
size of ‘Printers’ Ink.” It will be the same 
size as practically all other controlled cir- 
culation publications, namely: 512 x 8 inches. 
As it will fit in the pocket or pocketbook, 
it will be carried home and read in street 
cars and busses where larger, clumsier publi- 
cations are not carried. Its pocket size will 
cause it to be given more reading time, thereby 
assuring advertisements more actual ‘ reader 
contact.” 


HOW IT DIFFERS 
EDITORIALLY 


“School Management” will present only 
authoritative articles and practical suggestions 
on the administration, construction and equip- 
ment of schools. It is not a publication for 
teachers. It is for schoo! executives — School 
Superintendents and School Principals, who 
are the “key” people whom advertisers want 


to reach. 


tremendous school 


School Management 


116 EAST 32nd STREET, NEW YORK 


CHICAGO AGENCY Demands Normal Use 
INBANKRUPTRY of Advertising to 


Smash Depression 


] 


Congress to give the States an op- | 
portunity to repeal the 18th amend. | 


| ment. 


This action followed the Friday 
night banquet, at which Pierre S. 
duPont, chairman of the board, E. I. 
| duPont de Nemours & Co., Wilming- 
‘ton, Del., launched an impassioned 
attack on prohibition, which he de- 
scribed as a malign influence, spread- 
ing corruption and burdening busi- 
ness with new taxes. 

Besides the 500 members of the 
district present, the dinner was at- 
tended by Governor Norman S. Case 
of Rhode Island and Mayor James 
E. Dunne, of Providence. 

Neither of these officials com- 
mented on Mr. duPont’s address, but 
the convention indicated its senti- 
ment the following morning by 
adopting the resolution. 


To Tell World 


New England, already ‘in far bet- 
ter shape than the rest of the coun- 
try, contemplates two advertising 
campaigns, the First District was 
told by Dudley Harmon, executive 
vice-president of the New England 
Council. 

One of these is a national cam- 
paign to advertise the section’s rec- 
reation resources in 1932. The other 
is a New England campaign of 12 
quarter pages in newspapers, six 
urging manufacturers to cultivate 
that market and the other six be- 
ing case stories of manufacturers 
who have successfully sold the sec- 
tion. 

New England is in good condition 
because it began a _ house-cleaning 
back in 1929, Mr. Harmon asserted. 

V. Edward Borges, president of 
the Century-Standard-Vincent Ed- 
wards Organization, Boston, was re- 
elected First District governor. Don- 
ald Davis, Springfield, Mass., was 
elected vice-governor and Miss Mar- 
|garet Deasy was made secretary- 
| treasurer. 

Bernard McCulla, general chair- 
{man of the convention, turned each 
| session over in turn to club presi- 
| dents of the First District. Mayor 
|/Dunne welcomed the visitors and 
Col. Carroll Swan, president of the 
| Advertising Club of Boston, re- 
| sponded. 


Just a Test 


INSISTS ON ACTION 


Gilbert T. Hodges 


trial in which the customer is both 
judge and jury. 

“Make it your prime function to 
know daily just what they want,” 
he urged. 

Capt. Howard Angus, of Batten, 
Barton, Durstine & Osborn, New 
York, said exact facts on the radio 
audience will shortly be available, 
indicating income, living standards 
and other factors. He said the aver- 
age audience consists of 344 million 
listeners, that a medium program 
attracts a million listeners and the 
best as high as 4% million. 

He believes publication advertis- 
ing plus radio offers the strongest 
possible combination. 

Ernest Hoftizer, publisher of the 
Boston Daily Record, stressed the 
importance of pictures, but said they 
must offer human interest. 

“T can remember a picture which 
came in labeled simply ‘Miss Alice 
Roosevelt’,” he said. “To this we 
added five simple words—‘in her 
first silk dress’—which made all the 
difference in the world in reader in- 
terest.” 

He said less than 10 per cent of 
newspaper readers are interested in 
editorials. 

Rulison G. Parker, advertising 
manager of the W. T. Grant Co., 
New York, said the only advantage 
of the chains over independents is 
in better planning. 

Others who spoke were Frank A. 
Krim, Denholm & McKay Co., Wor- 
cester; Mrs. Mary Brooks Picken, 
fashion counselor, New York; Ken- 
neth M. Goode, Futura Publications, 
New York; I. A. Hirshmann, direc- 
tor of publicity, Lord & Taylor, New 
York; Leo E. McGivena, New York 
Daily News; Major Paul H. Hines, 
Dorrance, Kenyon & Co., Boston; 

Evan S. Rusher, Standard Store 


Mr. Borges asserted these are not | Service Co., New York; Harry F. 
hard times—merely testing times. Twomey, Jordan Marsh Co., Boston; 


Three State Taxes 


on Chains Valid 
Washington, D. C., Oct. 29— 
The North Carolina and Mis- 
sissippi tax on chain stores 
were held valid by the Supreme 
Court of the United States. The 
Indiana decision was said to 
govern in both instances. 
Alabama Too 
Montgomery, Ala., Oct. 29— 
The State Attorney General 
ruled the Alabama chain tax is 
constitutional except for ex- 
emptions of filling stations. 


School of Design; Louis Fairchild, 
Fairchild Publications, New York; 
Harford Powel, Jr., H. B. Hum- 
phrey Co., Boston. 

A separate session for women was 
held during the meeting, with Miss 
Jeannette Carroll, publicity director 
of the Bryant-Stratton College, 
Providence, and vice-president of the 
A. F. A., presiding. 

A question box was another inno- 
vation. 


Brilliant Career 
of Ochs Oaks Ends 


George Washington Ochs Oakes, 
an officer of the New York Times 
Company and editor of Current His- 
tory, died suddenly at Medical Cen- 
ter Hospital, New York, Oct. 26 on 
his 70th birthday. 

Mr. Oakes became publisher of the 
Chattanooga Times in 1896, when his 
brother, Adolph S. Ochs, bought the 
New York Times, and served two 
terms as mayor of Chattanooga. 

He adopted “Oakes” after the 
sinking of the Lusitania. 


Wood Re-elected by 


Magazine Publishers 


J. Irland Wood, United Publishing 
Co., Kansas City, was re-elected pres- 
ident of the American Home Maga- 
zine Publishers at the annual meet- 
ing in Chicago last week. 

Others re-elected were C. D. Ber- 
tolet, Cloverleaf American Review, 
St. Paul, vice-president; = 2 
Hayes, Mother’s Home-Life Pub- 
lishing Co., Chicago, secretary, and 
George W. Weatherby, W. D. Boyce 
Co., Chicago, treasurer. 


Heart Disease Fatal 
to Trade Publisher 


Earl R. Allured, 43, publisher of 
Manufacturing Confectioner and 
Confectionery Buyer, Chicago, 
dropped dead at his home in Oak 
Park, Chicago suburb, Oct. 26. 

He is survived by three sons and 
his widow, Mrs. Prudence Allured, 
who is active in the management of 
the papers. 


Sell Calendar Plant 


The American Colortype Co., New 
York, has sold the Thomas D. Mur- 
phy Co., Red Oak, Iowa, art calen- 
dars. 


a 


Kiddie Kake Soap is another product of the Embree Mfg. Co., Elizabeth, N. J., de- 
signed to overcome the aversion of children to removing dirt, by presenting a potent 
attraction in the form of pictures implanted in the transparent bar. 
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ADVERTISING AGE 


WHAT ABOUT ADVERTISING 


RATES IN 1932? 


AN IMPORTANT ANNOUNCEMENT 
FROM TRUE STORY MAGAZINE 


SHOULD advertising rates and circulations follow 
present day economic trends? 

True Story says ‘*YES’’. 

And in announcing a rate adjustment based on a 
circulation of 1,800,000, we back this statement with 
definite action. 

This is a deliberate choice — a choice based on our 
firm belief that newsstand sale at a quarter a copy 
is the advertiser’s best assurance of real purchasing 
power and high reader interest. 

Any student of the publishing business will agree 
that True Story could easily maintain its present 
guarantee of 2,000,000 by forced circulation methods. 

But we do not believe that such circulation would 
be giving the advertisers the dollar-for-dollar value 
that they get from circulation based on True Story’s 
traditional policy of more than 90% newsstand sale. 

For newsstand sale at 25¢ a copy is an effective, 
immediate gauge of current buying power. 

Newsstand sale at 25c follows the payrolls. That 
isn’t theory. It’s a fact that any True Story repre- 
sentative can support by actual sales figures. 


In cities where unemployment is particularly acute, 
figures show True Story newsstand sales are down. 
Where general conditions are good, newsstand sales 
are up. 

We feel that circulation based on this voluntary 
newsstand sale is the only way a magazine can search 
out the employed — the only way that you can buy 
circulation with every bit of the water squeezed out. 

So,in making this adjustmentonabasisof 1,800,000, 
we believe we are bringing True Story directly in tune 
with today’s economic trend. 

At 1,800,000, True Story still has the greatest news- 
stand circulation of any magazine — regardless of 
price! And True Story’s average circulation for the 
first nine months of 1931 was 1,950,000. 


Effective with the January 1932 issue True Story’s 
guarantee is 1,800,000, 90% newsstand, and 
the adjusted rate scheduled is as follows: 


Full Page - - $4000.00 Line Rate - - $ 11.00 
2 Columns - 2800.00 4 Color Inserts 6750.00 
1Column - - _ 1400.00 Back Cover - 9000.00 


Inside Covers - $6750.00 


TRUE STORY 


The magazine with the largest newsstand circulation in the world 
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ADVERTISING AGE 


CAMPBELL HITS 
1,000 MARK IN 
USE OF ‘POST’ 


New Record Is Set by Soup 
Advertising 


(Picture on Page 16) 


Philadelphia, Pa., Oct. 29—The 
Campbell Soup Company, Camden, 
N. J., established a new advertising 
record Sept. 19 with the insertion of 
its 1000th advertisement in The Sat- 
urday Evening Post, the F. Wallis 
Armstrong Co., Campbell agency, 
announced. 

The publication took note of the 
event this week by reproducing the 
first Campbell advertisement op- 
posite the Campbell page of Sept. 19 
and adding some comment of its own 
on the value of consistency. 

It quoted Arthur C. Dorrance, 
president of the Campbell Soup Com- 
pany, as saying recently, “More 
Campbell’s tomato soup has been 
consumed during the past 12 months 
than in any previous year.” 

The Optimist, house organ of the 
Campbell Soup Company, commented 
as follows: 

“Over 2,100,000 new people come 
into the market each year. Thus in 
these 22 years, over 46 million new 
prospective consumers have entered 
the marts of trade. 

“Advertising is not directed to a 
permanent group of people but to a 
moving parade—every year 2,100,- 
000 new consumers who never even 
heard of your product. You must 
keep on advertising—or be for- 
gotten! 

“President Hoover in his Indian- 
apolis speech in June said the great 
opportunity of the present lies in 
preparing for the 20 million increase 
in total population the next 20 years 
will see. Those who distribute and 


HOLD NECK-TIE PARTY IN SEATTLE 


The Advertising Club of Seattle held a public trial and execution of Major General 
Depression for murdering business and confidence with malice aforethought. This group 
preserved order during the trial. 


sell Campbell’s Soups may feel se- 
cure in the knowledge that these 
new people, as well as the present 
market, will keep on learning about 
Campbell’s Soups through Campbell 
advertising. 

“The schools do not teach the 
brand names of foods, but they are 
stressing food values and dietetics— 
and they are teaching the modern 
child to learn from advertising, 
hence the great future opportunity 
for Campbell’s Soups and for Camp- 
bell’s distributors and dealers.” 

The company’s advertising in the 
Post began with a monthly quarter 


Here’s How They 
Do It in Canada 


Toronto, Canada, Oct. 29— 
Convicted of false advertising, 
a drug chain was fined $200 
and costs by Judge Emerson 
Coatsworth. Its copy said rings 
“originally sold for $5” could 
be purchased for 98 cents. 

Customs officials testified the 
rings were admitted at a value 
of 6, cents each. 


Subscribe for Your Own Copy 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising... . 


$1 a Year . 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago 


posted on the 


.. 52 Issues 


You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 


Name........ 
Company ..... 
Street No...... 
er ctvcres 


page on Sept. 11, 1909. This sched- 
ule was expanded until quarter 
pages were run every week in 1911. 
The following year the unit was in- 
creased to halves and in 1917 pages 
were run every other week. 

In 1918, pages appeared every 
week, this schedule running until 
1922, with some minor exceptions. 
In that year two colors became the 
rule and full color was used in a 
page every week in 1926 and most 
of the subsequent years. 


Capper Farm Papers 


Transfer Goldstein 

Jake Goldstein, who has repre- 
sented The Household Magazine in 
Detroit, has been transferred to the 
Chicago staff of the Capper Farm 
Papers. 

Karl L. Kennedy has resigned 
from the advertising department of 
Capper’s Magazine, Topeka. 

The Kansas City office of the Cap- 
per Publications has moved from the 
Waldheim Building to 21 West Tenth 
Street. 


Next Matson Line 
Copy November 14 


The second and last of the co-oper- 
ative advertisements for the Matson 
Line’s new Mariposa will appear in 
the Saturday Evening Post Nov. 14, 
carrying three pages. 

The first occupied six pages, the 
Bethlehem Shipbuilding Co., West- 
inghouse Electric & Mfg. Co. and 
other suppliers taking a page each. 
Bowman - Deute - Cummings, San 
Francisco, placed the copy. 


General Mills Sells 


Broadcasting Station 

General Mills, Inc., Minneapolis, 

has sold WCCO to the Columbia 
Broadcasting System. 

Henry A. Bellows, vice-president 
of Columbia, continues as president 
of Northwestern Broadcasting Co., 
the operator. 5 


Raise Sunday Price 

The Louisville Courier-Journal has 
raised the price of its Sunday edi- 
tion to ten cents. Four pages of 
comics have been added, bringing 


Model Market 
Prepared for 
Fish Campaign 


San Francisco, Cal., Oct. 29—A 
model fish market to educate dealers 
as to proper methods of preparing 
and displaying fresh fish will play 
a role in a co-operative advertising 
campaign for this product, said to 
be the first of the kind in the fresh 
fish trade. 

The Leon Livingston Advertising 
Agency, which recently absorbed 
the Harry Bercovich Agency, is in 
charge. Newspapers, outdoor adver- 
tising, car cards and general tie-ups 
will be utilized. 

Five wholesalers, with their hold- 
ing company, Northern California 
Fisheries, Inc., are sponsoring the 
campaign, which will run one year, 
stressing the nutritive value and 
economy of fresh fish and urging the 
public not to confine that dish to 
Friday. 

Hotels and restaurants will lend 
their active co-operation to the cam- 
paign, which will feature free recipe 
books for the public. 


50,000 G-E Workers 
Hear Quinn Broadcast 


T. K. Quinn, vice-president of the 
General Electric Co., Cleveland., ad- 
dressed his 10,000 refrigerator sales- 
men over an N. B. C. network Oct. 
23. About 40,000 other G-E em- 
ployes listened in over 4,000 sets. 

The address inaugurated a nation- 
wide sales drive. It was made dur- 
ing the company’s regular radio pro- 
gram. 


Get 7,250 Recipes 
in Crabmeat Contest 


Mrs. Graham _ Livingston, 
York, won first prize of $500 in the 
crabmeat recipe contest conducted 
by the Japan Canned Crab Packers 
& Exporters Association. 

Over 7,250 recipes were received 
and $1,000 was awarded. Rudolph 
Mosse, Inc., New York, was the 
agency. 


Pick Comer for Flour 


The Crete (Neb.) Mills, manufac- 
turers of Victor flour, milled food 
products and poultry and_ stock 
feeds, have placed their advertising 
with the Russell C. Comer Adver- 
tising Agency, Kansas City. 


Old Gold in 12’s 


Old Gold cigarettes have been 
issued in packages of 12, following 
the lead of two other manufactur- 
ers. The 12-pack appeals to light 


the total to 16. 


smokers. 
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SEES NEW TYPE 
OF ADVERTISING 


New York, Oct. 29—A new type 
of advertising has been making its 
appearance in the United States with 
only cursory notice, Carl W. Acker- 
man, dean of the Columbia Univer- 
sity School of Journalism, told the 
Advertising Club of New York 
Oct. 28. 

“During the automobile shows in 
New York and Chicago last year,” 
said Dr. Ackerman, “General Mo- 
tors Corporation in its radio pro- 
grams had Graham McNamee de- 
scribe the colorful exhibits and 
name all of the manufacturers who 
were exhibiting cars. The corpora- 
tion’s own products were listed with 
all of its competitors in alphabetical 
order. 

“A few weeks ago the Packard 
Motor Car Company bought space 
in metropolitan papers to publish 
advertisements on the ‘Dollar Or 
Dole.’ The copy mentioned not only 
the cars manufactured by his com- 
pany, but their chief competitors.” 

The speaker suggested that the 
trend of thought behind this and 
other advertising is leading toward 
a new form of copy. 

“This phase of advertising,” he 
said, “suggests that in the new era 
of business which is developing, ad- 
vertising should and can be the god- 
dess of progress much as research 
was in the evolution of the machine 
age.” 


Study Habits 
of Customers 
of Groceries 


Jacksonville, Fla., Oct. 29—Slight- 
ly more grocery store customers buy 
by price than buy for quality, ac- 
cording to a survey of 59 stores 
made here, the Department of Com- 
merce reveals. 

Seventeen stores reported that 
their customers were’ governed 
mainly by price considerations, and 
eight said their patrons wanted 
quality regardless of price. The 
rest of the stores said their trade 
was about evenly divided. 

The average volume of telephone 
ordering was 34.18 per cent of the 
total sales, running much heavier 
among the stores in “good” neigh- 
borhoods. One store reported that 
80 per cent of its business was done 
by telephone ordering, and 17 of the 
stores practice telephone salesman- 
ship. 


“True Story” Sues 


“My Story Magazine” 
True Story Publishing Co., pub- 
lisher of True Story Magazine, New 
York, asked the courts for an in- 
junction to prevent the Dell Publish- 
ing Company from publishing My 
Story Magazine under that title. 
It also contends “Nothing but the 
truth” infringes its slogan, “Truth 
is stranger than fiction.” 


Weber Directs Sales 


for Dixie Network 

William J. Weber has become sales 
director for the Dixie Network of 
the Columbia Broadcasting System, 
with headquarters at Charlotte, 


New| N. C 


‘Mr. Weber was formerly national 
advertising manager of the Char- 
lotte News. 


W. L. Stensgaard with 
American Asphalt Plant 


W. L. Stensgaard, former general 
sales and advertising manager of 
stores for Montgomery Ward & Co., 
has been appointed advertising and 
merchandising manager of the Amer- 
ican Asphalt Paint Co., Chicago. 

An aggressive campaign will be 
conducted in 1932. 


Agency for Stoughton 

The Stoughton Co., Stoughton, 
Mich., transportation equipment, 
has placed its account with Klau- 
Van Pietersom-Dunlap Associates, 
Milwaukee. Trade papers and di- 
rect mail will be used for a new 


trailer. 
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ADVERTISING AGE 


FOUR A'S MAY 
SPONSOR TIME 
OPEN BUREAU 


Benson Discusses Broadcast- 
ing at Detroit 


Detroit, Mich., Oct. 29—The es- 
tablishment of a Time Open Bureau, 
with offices in New York and Chi- 
cago, was one of the recommenda- 
tions made by John Benson, presi- 
dent of the American Association of 
Advertising Agencies, to the Na- 
tional Association of Broadcasters 
at its ninth annual meeting. 

All needful data about stations, 
their programs and time units open, 
would be made available to agencies 
through this bureau. Weekly reports 
on standard blanks would be made to 
the bureau, with telegraphic correc- 
tions as required. Mr. Benson esti- 
mated the cost of this service at only 
$25,000 a year. 

The Four A’s might even spon- 
sor a bureau of this kind, Mr. Ben- 
son said, if financial support is 
forthcoming from radio stations. 


Must Show Coverage 


He stressed the necessity of reach- 
ing an agreement about radio cover- 
age and establishing a joint plan to 
measure it. 

“Some stations have been doing 
the job themselves,” he said, ‘while 
the networks have done several jobs. 
These are helpful, but not conclusive. 

“We advertising agents have been 
watching the development of the 
Crossley Checking System, hoping it 
may furnish the plan and machinery 
for determining coverage, on a 
joint basis of support from adver- 
tisers, agencies and radio interests. 
We are weighing this possibility and 
may have something to present in 
the near future.” 

Mr. Benson also discussed the dual 
rate, saying he hoped the stations 
will appreciate the inequity of two 
rates for the same thing, and the 
handicap they impose on national 
advertisers in competition with local. 

Discussing agency recognition, 
Mr. Benson said it should be ex- 
tended only to individuals and firms 
which sustain an agency relation- 
ship to clients and.are equipped to 
do an agency job. 


Position of Agents 


“What we mean,” he explained, 
“is that only professional service 
should be supported by an agency 
commission, and that involves three 
things: intimate acquaintance with 
the client’s entire problem, a wide 
knowledge of media and technique 
and a_ disinterested position on 
media.” 

He said the move to build up 
joint representation for non-compet- 
ing stations, as exemplified by Ad- 
vertisers Radio Service, Inc., is a 
forward step. 

Mr. Benson asserted that a tre- 
mendous amount of newspaper line- 
age has been developed by radio, cit- 
ing the American Tobacco Company 
and Colgate-Palmolive-Peet, whose 
newspaper campaigns have tremend- 
ously expanded. 

“Innumerable cases could be 
shown where radio broadcasting has 
doubled the returns from news- 
Papers and magazines,” Mr. Benson 
asserted. 

He said a study made for the 
Columbia Broadcasting System indi- 
cated a marked increase in radio 
advertised brands in radio homes 
compared with non-radio homes and 
brands not advertised by radio. 


Union Officers in 
Anti-Chain Group 


_ Officers of 35 Chicago unions are 
listed as members of the American 
Federation of Stores, new anti-chain 
organization of Chicago. 

The support of 400,000 union 
members is pledged stores affiliating. 


“Herald-Post’”’ Avbeiats 
Branham Company 


The Louisville (Ky.) Herald-Post 
has appointed the John M. Branham 
Company national advertising rep- 
resentatives. 

This applies to the entire United 
States. 


Franklin Seeks Agent 


The E. H. Brown Advertising 
Agency, Chicago, is releasing a 
schedule in salesmen’s papers for 
the Franklin Mfg. & Sales Co., on 
a new household device. 


Agency for Coolers 


Cordley & Hayes, New York, 
water coolers, have placed their ad- 
vertising with James F. Newcomb 
& Co., New York. 


VANDERHOOF IS 
HELD SOLVENT 


Chicago, Oct. 29—A petition in 
bankruptcy filed against Vanderhoof 
& Co., Chicago advertising agency, 
has been dismissed by the United 
States District Court of Northern 
Illinois. 

During the hearing, the creditors 
who signed the petition reached an 
agreement with agency officers for 
the settlement of liabilities of ap- 
proximately $35,000. Creditors then 
joined the agency in asking the court 


——_ 


to enter an order finding the agency 
solvent. This action was taken. 

A creditors’ committee of five was 
appointed. It includes Henry D. Sul- 
cer, president; Ira B. Bollinger, 
treasurer, and three of the creditors. 
This committee is liquidating ac- 
counts receivable. 

Mr. Sulcer said it has not yet been 
decided whether the agency will con- 
tinue in business. 


Believe It or Not— 

Bob Ripley told the Advertising 
Club of Boston to go to Hell—mean- 
ing a charming little village in Nor- 
way. He also offered a hint to the 
automotive industry, saying his car 
is equipped with a dial on the dash 
by which he signals the chauffeur to 
“stop,” “step on it,” “turn right or 
left,” or “go home.” 


Illustrators Will 
Sell Photographs 


Harrison-Landauer, advertising il- 
lustrators of Baltimore, are now 
representing Underwood & Under- 
wood, photographs. 

The Baltimore house thus offers a 
complete service. 


Craig Joins Daily 
Conway Craig has left the Service 
Engraving Co., San Antonio, Texas, 
to become business manager of the 
Corpus Christi Caller-Times. 


Black Flag Agency 


The Black Flag Co., Baltimore, in- 
secticide, has placed its account with 
Batten, Barton, Durstine & Osborn, 
New York. 


We are pleased to announce... 


THE APPOINTMENT OF* 


NATHANIEL SHILKRET 


as Musical Counsel for all Recorded Broadcasting 


and 


DRAMATIZED RADIO MERCHANDISING 


-ETTY VAN DEVENTER 


MARY OLDS 


With Whom is Now Associated 


LEONARD E. L. COX 


as our Program Bureau 


*To increase our effectiveness as leading radio station 
representatives, to aid in the sale of their time and 
to better our service to advertisers and their agencies. 


Wrigley Building 


SCOTT HOWE BOWEN, Inc. 


CHRYSLER BUILDING 


CHICAGO DETROIT 


Fisher Building 


OMAHA 
502 Barker Building 


KANSAS CITY 
1016 Baltimore Ave 


NEW YORK CITY 


SAN FRANCISCO 
865 Mission Street 


BOSTON 
185 Devonshire Street 
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Sears, Roebuch’s 
Net Slightly Off 


Net profit of Sears, Roebuck & 
Co., Chicago, from Jan. 2 to Oct. 8 
was $9,350,760, compared with $9,- 
968,329 for 1930. 

Sales fell to $260,067,000, or 8.6 
per cent, against a net profit decline 
of 6.2 per cent. Merchandise inven- 
tories are $12,000,000 below 1930. 


Advertising Men 
Injured in Crash 


J. H. Pollitt, of the Thomas P. 
Henry Co., and Ross Baikie, North- 
ern Electrotype Co., both of Detroit, 
were injured in an automobile acci- 
dent in Canada when blinded by on- 
coming lights. 

Both are recovering in Grace Hos- 
pital, Windsor. 


McDevitt in Detroit 


The George A. McDevitt Company 
has opened a Detroit office in the 
New Centre building, with Jesse F. 
Spencer as manager. Associated 
with him is Clark H. Stevens, for- 
mer assistant space buyer with the 
Campbell-Ewald Co. 


Getting Student Trade 
is Mainly a Matter 
of Knowing How 


The prinicipal benefit of college paper 
advertising is the immediate sale of mer- 
chandise to a million consumers at college, 
but in addition there is the benefit obtained 
when these students carry the story o 
your product to general consumers every- 
where. 

For a logical product to gain admission 
to the student market it is only necessary 
that its manufacturer advertise it in the 
student papers at the same time merchan- 
dising it in the right way. But in order to 
find this right way, a prerequisite is an 
intimate knowledge of ali the necessities, 
customs, buying habits and oddities that 
enter into the commercial side of student 
life. This specialized knowledge we have— 
greater, we believe, in scope and in power 
to apply it than any other source in the 
country. 


Write for the 1931- 
1932 Collegiate Sales- 
man, containing a 
complete list of col- 
lege publications. 


Collegiate Special Adv. Agency, Inc. 
NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


YOUNG AGENCY 
OFFICER DEAD 


Chicago, Oct. 29—Richard W. 
Pierce, brilliant young vice-president 
of Henri, Hurst & McDonald, Inc., 
Chicago advertising agency, died at 
his home in Winnetka Oct. 28 after 
a few hours’ illness of heart disease. 
Mr. Pierce was only 38 years old. 

Mr. Pierce came to Henri, Hurst 
& McDonald three years ago. Prior 
to that, he spent seven years with 
the Curtis Publishing Co. 

With the agency he concerned 
himself chiefly with the development 
of sound promotion and merchan- 
dising ideas for products with high 
unit sales values. Among these were 
the Westinghouse refrigerator and 
Society Brand clothes. 

He was a talented speaker and 
addressed many distributors’ meet- 
ings for Westinghouse, among 
others, usually giving the audience a 
large number of practical sales 
ideas, as well as enthusiasm for the 
advertising plans. 

Funeral services were held today. 
Westinghouse and other accounts of 
the agency being liberally repre- 
sented. 


+| Four New Officers 


for Simmons-Boardman 


Roy V. Wright, managing editor 
of Railway Age, has been elected 
vice-president of the Simmons- 
Boardman Publishing Co. Also made 
vice-presidents are Elmer T. How- 
son, Western editor of Railway Age, 
and Frederick C. Koch, manager of 
advertising sales for five of the com- 
pany’s papers. 

George Slate, manager of adver- 
tising sales for Marine Engineering 
and Shipping Age and the Boiler 
Maker, has been elected vice-presi- 
dent. Frederick H. Thompson, vice- 
president at Cleveland, has been 
elected to the board. 

Charles B. Rosengren, manager of 
House Furnishing Review, has been 
elected a director of the House Fur- 
nishing Review Co., a Simmons- 
Boardman subsidiary. 


costly revisions and setting of “style ads’ 
types under 5 easily identified groups, describes uses 
and characteristics of 57 type faces used in modern 
advertising and printing. A really indispensable book. 


285 type combinations and 57 type 


faces. Gives desired type effect at a glance. Avoids 


‘. Classifies 


ADVERTISING 
TYPE COMBINATIONS 


by Arthur C. Arnold and Robert H. Powers 


price $3.00 postpaid 


Never before have so many type faces been available and used as 
today. And despite almost 600 years of printing history this is the 
first practical handbook on the selection of type combinations for 
advertisements, direct mail, books, magazines, house organs, etc. 
A real aid in rapid, economical and effective selection of type com- 
binations for advertising man, typographer, printer, artist, printing 
salesman and editor. Not a book for the shelf, but for daily use in 
shop, office and studio. Mail $3.00 for your copy of this book today. 


* * 


* 


Not only is “ADVERTISING TYPE COMBINATIONS” delightful to look at 


and handle, but is built around a practical idea. 


It should be, and no doubt is, a 


very ready help to any man who has the job of putting things into good-looking. 


effective print — EARNEST ELMO CALKINS 


An intensely practical book that will save great many hours of search among type 
books to say nothing of the saving of costs of revisions— PRINTER'S INK WEEKLY 


Every user of type 


and producer of type effects will find this book immensely 


ere Pa CHARLES H. Mc¢MAHON President, Financial Advertising Association. 


ADVERTISING AGE, Book Dept. 


537 S. Dearborn St., Chicago, Ill. 


DIES SUDDENLY 


Richard W. Pierce 


‘WATCH HUDSON’ 
CAMPAIGN KEY 


New York, Oct. 29.—The most in- 
tensive campaign in the history of 
the Hudson Motor Car Co., Detroit, 
will be launched the first week in 
November and run to December 15. 

A spread in The Saturday Eve- 
ning Post will tell readers: “The 
time to be critical is before you buy” 
and the same advertisement will run 
in page size in 45 semi-national 
newspapers in metropolitan areas. 

There will be six Post spreads and 
six newspaper pages, running simul- 
taneously. In character the cam- 
paign is a radical departure from 
the usual in the industry. 

Its purpose is to stimulate the 
sale of present models and to pre- 
pare the way for the introduction of 
new models of the 1932 Hudson and 
Essex lines. 

In December dealers will be fur- 
nished with “Watch Hudson” win- 
dow posters, distributors will put up 
“Watch Hudson” 24-sheet posters 
and factory publicity and trade pa- 
per advertising will be tied in with 
this “Watch Hudson” theme. 

This is the first advertising to 
appear nationally prepared by 
Erwin, Wasey & Co., for Hudson. 


A. N. A. Committees 
Named for Meeting 


In anticipation of the fall meeting 
in Washington, Lee H. Bristol, presi- 
dent of the Association of National 
Advertisers, has appointed Cliff 
Knoble, of the Chrysler Corp., De- 
troit, chairman of the program com- 
mittee. 

Mr. Knoble will be assisted by A. 
N. Cook, Bigelow-Sanford Carpet 
Co.; C. L. Forgey, Berry Brothers; 
Edward Lowe Gouedy, the Eagle- 
Picher Lead Co.; W. A. Grove, Edi- 
son General Electric Appliance Co.; 
A. T. Hugg, Detroit Steel Products 
Co.; E. K. Hunt, Champion Coated 
Paper Co.; Paul W. Huston, Spool 
Cotton Co.; F. W. Kastner, Fruit 
Dispatch Co.; Lucien P. Locke, 
Ethyl Gasoline Corp.; R. M. Mac- 
donald, Bradley Knitting Co.; D. H. 
McConnell, Jr., Hinze Ambrosia, 
Inc., and F. H. McKinney, Packard 
Motor Co. 

Others on the committee are: 
Stuart Peabody, Borden Co.; Harold 
J. Potter, the Welch Grape Juice 
Co.; Walter Scott Rowe, Estate 
Stove Co.; Stanley P. Seward, White 
Co.; W. C. Sproull, Burroughs Add- 
ing Machine Co.; Kenyon Stevenson, 
Armstrong Cork Co.; Dr. 
Tapley, E. R. Squibb & Sons; Wil- 
liam W. Tomlinson, Scott Paper Co.; 
R. L. Twitchell, Carnegie Steel Co.; 
George W. Vos, Texas Co.; Bryan 
Warman, Libbey-Owens-Ford Glass 
Co.; Fred C. Wienert, Chamberlin 
Metal Weather Strip Co., and Rob- 
ert F. Wood, Autocar Company. 


Wisner to Churchill-Hall 


The Wisner Mfg. Co., New York, 
dairy and ice cream equipment, has 
appointed Churchill-Hall, Inc., New 
York, to handle its advertising. 


Transfer Gillespie 


Time has transferred William F. 
Gillespie from New York to Detroit. 


Stodghill, New 
A.B.C. Director, 
Is Real Expert 


Louisville, Ky., Oct. 29.—Howard 
W. Stodghill, who was elected a 
director of the Audit Bureau of Cir- 
culations at Chicago last week, rep- 
resenting the newspapers, is both 
business and circulation manager of 
the Louisville Courier-Journal and 
Times. 

While he is versed in every de- 
partment of newspaper operation, he 
knows circulation inside out, so to 
speak, and is thus considered a par- 
ticularly desirable addition to the 
A. B. C. board. 

Mr. Stodghill began his business 
career on Louisville newspapers, 
later becoming city circulation man- 
ager and then circulation manager 
of the Nashville Democrat. 

He served as circulation manager 
of the Mobile Item from 1914 to 
1916; circulation manager of the 
Louisville Herald from 1916 to 1920, 
and circulation manager of the 
Syracuse Journal from 1920 to 1921. 
In that year he went to the Louwis- 
ville Courier Journal and Times in 
the same capacity. 

Wins Promotion 

He was appointed business man- 
ager of those papers Sept. 3, 1924. 
At present he is filling the dual role 
indicated. He was elected a director 
of the Courier-Journal and Louis- 
ville Times Companies in May, 1930. 

Mr. Stodghill is past president of 
the Central States Circulation 
Managers Association and the In- 
ternational Circulation Managers’ 
Association and is chairman of the 
A. B. C. committee of the I. C. M. 
A., as well as chairman of its news- 
paper boy welfare committee. His 
work among newsboys has won him 
general recognition. 

The newspaper brigade was de- 
termined to have Mr. Stodghill on 
the A. B. C. board and an organized 
campaign was staged to this end. 


McGraw-Hill Papers 
Complete Transfer 


The McGraw-Hill Publishing Co., 
New York, completed over the week- 
end removal of its 32 papers to its 
new building at 33 West 42nd St. 

The McGraw-Hill organization 
will occupy 75 per cent of the floor 
space in the 33-story building. As- 
sociated units included are the Mc- 
Graw-Hill Catalog & Directory Co., 
Newton Falls Paper Co., Atlantic 
district sales office of McGraw-Hill, 
and the Electrical Trade Publishing 
Co. The McGraw-Hill Book Com- 
pany will move Nov. 21. 


Keep Appropriations 
Up, Urges A. O. Price 
“Cut everything but advertising 
appropriations,” Arthur O. Price, 
sales manager of Namm’s, Brooklyn, 


told the Detroit Retail Institute 
Oct. 26. 
Mr. Price criticised merchants 


who reduce advertising, asserting 
they are following the path of least 
= but one likely to prove 
atal. 


Morris B. Aleshire 
Dies in New York 

Morris Bibby Aleshire, formerly 
art director for Calkins & Holden, 
New York, died in New York 
Oct. 27. 

He left the agency to become art 
director of the Chicago Tribune and 
took the same post on Liberty when 
it was founded. 

On the acquisition of Liberty by 
the Macfadden Publications, Mr. Ale- 
pee joined the New York Daily 

ews. 


Carpenter Adds 
“Sales Management” 


Warwick S. Carpenter, Santa Bar- 
bara, Calif., representing The 
Forum, Review of Reviews, Golden 
Book and other papers, has added 
Sales Management, New York, to his 
list. 


Given Pacific Coast 


The Prescott (Ariz.) Courier has 
appointed the R. J. Bidwell Company 
as Pacific “4 representatives, ef- 
fective Nov. 


NEW DIRECTOR 


Howard W. Stodghill 


Urges Advertising 


for Finance Field 

William A. Hendrick, of Connecti- 

cut, urged the American Association 

of Finance Companies, meeting at 

Washington, D. C., to use advertis- 

ing to inform the public of its 
methods and objectives. 


Raynor Steps Up 

F. Leslie Raynor, advertising 
manager of the Manning-Bowman 
Co., electrical household devices, 
Meriden, Conn., has been appointed 
sales manager. William Youngsberg, 
his assistant, has been named sales 
promotion manager, a new office. 


Associated Parts 


Appoints Sun Agency 
Associated Parts, Inc., Toledo, has 
appointed the Sun Advertising Co., 
Toledo, as its agency. The com- 
pany makes Red-Head heaters, Asso- 
ciated-Oldberg mufflers and Aeroloy 
pistons. 


Returns to Sweden 
Ake Bonnier, head of Ahlens & 
Akerlunds Forlag, Stockholm pub- 
lishers, sailed for Sweden this week 
after a visit in New York. 


Hold Package Show 
A package style show will be held 
at the Advertising Club of New 
York from Nov. 1 to 15, the Robert 
Gair Company providing the exhibit. 


Join Maxon 
W. D. Laurie and H. J. Koch have 
joined Maxon, Inc., Detroit agency. 


Sell Iowa with 


ey 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it... one color 
and black in Daily or Sunday news sections 
‘ four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


? LET'S NOT GUESS ? 


; ANY LONGER- ? 
: LET'S FIND OUT! ? 


Theme finding, copy testing, media 
selection, test jeer pee fon per formance 
reports — product and method surveys 


NN 


— trading areas — buying power in- 
dices — sales control —correlations — 
forecasts—sales analysis—plus the plans 
that make all these services practical. 


? Booklet describing our methods of 

handling these and other research 
? services sent to advertisers or agencies 
? on request. 


VVVVVVVNNV 


WALTER MANN & STAFF 
Graybar Building New 


| 
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PARAGON NURSING NIPPLES— 
“A GOOD BUST IN THE JAW” 
. . . @ titillating line from that grin 
tale, “Wilbur Whaffle, Sloganeer.” A 
hundred laughs for a dollar. Grand fun. 
Mail $1 to your nearest store. In New 
York, Brentano’s or Doubleday-Doran 
Bookshop. In Philadelphia, Brentano’s, 
Wanamaker’s, or Snellenburg’s. In Chi- 
cago, Pittsburgh, or Washington, Bren- 
tano’s. Don’t forget! 
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Leavenworth 
Is Successor 
to McQuiston 


Pittsburgh, Pa., Oct. 29.—Ralph 
Leavenworth has been appointed 
general advertising manager of the 
Westinghouse Electric & Mfg. Co., 
J. S. Tritle, vice-president and gen- 
eral manager, announced. 

He will have charge of all adver- 
tising and publicity activities, in- 
cluding those of the merchandising 
department in Mansfield, O. He 
succeeds J. C. McQuiston, who re- 
signed several months ago. 

Graduating from Hamilton Col- 
lege, Clinton, N. Y., in 1914, Mr. 


Leavenworth joined the Y. M. C. A. 
in Cleveland and remained four 
years. After the war he joined the 
Standard Parts Co., Cleveland, and 
except for a short period with a 
publishing firm, was advertising 
manager until 1923. 


In that year he became an account 
executive for Paul Teas, Inc., indus- 
trial advertising agency. He re- 
mained six years, becoming part 
owner. 


January 1, 1930, he joined the 
Austin Company, of Cleveland, one 
of the world’s largest building or- 
ganizations, as assistant general 
sales manager. In this work he 
served in an executive capacity on 
sales, administrative and advertis- 
ing work. 


New Copy Theme 


for Toilet Water 
The Parfums d’Orsay Corp., New 
York, is bringing out Countess d’Or- 
say, a new toilet water. q 
The copy will urge sprinkling 
sheets, pillow cases and personal ac- 
cessories with toilet water. 


Paper for Blind 
The Braille Book Review, for blind 
readers, will be published by the 
American Braille Press, 598 Madi- 
son avenue, New York, monthly, be- 
ginning January. 


Veteran Passes 
P. M. Van Deventer, veteran 
member of the Rochester (N. Y.) 
Advertising Club, died suddenly at 
Farmer City, Ill., Oct. 24. 


— 


Hines Appoints Frank 


The Edward Hines Lumber Com- 
pany has placed its radio account 
with Albert Frank & Co., Chicago. 
The program, running daily over 
WBBM, Chicago, features the com- 
pany’s 21 home modernization stores. 


Sutter in Detroit 


Samuel M. Sutter, Southern ad- 
vertising man, has opened an office 
in Detroit. The Lederer Mfg. Co., 
and the Cadillac Wall Paper Co., 
both of Detroit, have placed their 
accounts with him. 


Williams’ New Work 
Walter Williams has joined the 
advertising department of the Baird- 
Ward Printing Co., Nashville, Tenn. 


George H. Read, president of 
Johnson, Read & Co., Chicago 


agency. 
d 
‘i- . 
yn 
«| NEW BOOKS 
s- 
ts George H. Read, president of 
Johnson, Read & Co., Chicago 
agency, has become an author al- 
most without knowing it, with “The 
ag New Salesmanship,” a handy-size 
an volume which almost asks to be 
~ dropped in one’s pocket. 
Z, It happened this way: Mr. Read 
es wrote a series of 26 articles for the 


Christian Science Monitor. Readers 
insisted that the series be put be- 
tween hard covers for easy reading 
and Associated Authors Service, 
. Chicago, obliged, with the permis- 


as sion of the Monitor. 
_ Mr. Read’s book was written for 
30- everybody, because, as the publishers 
oy point out, everybody has something 
to sell. Arthur T. Lewis, vice-presi- 
dent of Johnson, Read & Co., re- 
ferred to it as “a rejection of worn- 
& out high-pressure —— and 
b- “packed with practical realism.” O V | 
ck | ‘In writing the book, Mr. Read AN IMPORTANT FACT MADE VERY PLAIN | 
nr gpmeonet — many of the 
most successful sales managers in , A , 
iq | _ the country, who confirmed his con- This advertisement costs us $132.50 and reaches approximately 10,000 readers. 
e clusions. 
ew - ~ . . 2 . s s 
ert ee We mention this merely to bring to the attention of national advertisers the impressive- 
1t, 


The McGraw-Hill Book Co., New 
York, has published “Problems in 
Sales Management,” by Harry R. 
Tosdal. It is featured by an index 
which makes it possible for the 
ieader to get quick information on 
any phase of selling or sales man- 
agement he may require at the 
moment. 


ness and economy of Poster Advertising. 


The 24-sheet poster — 25 feet wide and 12 feet high—is always very attractive in design 


and color and commanding in size. It is about 432 times larger than this black and 
white advertisement. 


* * * 


“The Truth about Standardized 
Outdoor Advertising,” published by 
Outdoor Advertising, Inc., New 
York, gives a clearer picture of that 
branch of advertising than any here- 
tofore available. The volume is di- 
vided into two parts, showing what 
outdoor advertising is, and what it 


many conspicuous locations, in a community or section of 30,000 inhabitants (3 times 
as many people as read this publication), at a cost approximating the price we pay for 
this advertisement one time — cannot fail to be seen many times during a month by all 
people in this community who walk or ride. 


A 24-sheet poster advertisement displayed in duplicate, day and night for 30 days, in 
| 
| 


ieee ee 


»mic is not. 
The book was designed for the Can there be any doubt about such a dominant advertisement increasing sales of any 
use of advertisers and agencies, : ‘ 
apres Megat partons of good product in any community or section at a very economical cost? It is well to 
i EAS fogs De eeneeny ot 8 he remember also that the 24-sheet poster is looked upon with great favor by the public. 
5? ae’ It appeals to the eye and is accepted as dignified, clean advertising, which never offends 
4 p g 1 
? _A ag case for Cage gps ee good taste or morals. 
is t in “Wh 't 
| ? |) Substitutes,” published by the Dart- : ; 
2 | nell Corp., Chicago. Charles C. It would be wise for national advertisers to consult with us, remembering, however, that 
? Casey, the author, addressed the , P es . ° . 
> | book to retailers, and several na- while other agencies may place advertising for them in other media, we must be given 
: tional advertisers have indicated ° es rT ° ° 
? they will plnce it in the hands of full charge of their Outdoor Advertising appropriations if they would like us to handle 
, wh ] it talks. ° 
> ipimle _ a , their accounts. 
? 
ee © P Selling,” first 
« ? | ritien and published by dames A OUTDOOR ADVERTISING AGENCY OF AMERICA 
a ites Aig 1930, has gone into a INCORPORATED 
” Mr. Worsham beli th : 
rig | | denominator ‘of selling, can be ex Outdoor Advertising Only | 
fun. Pressed in one paragraph: | 
ran ae vee — 9 fon NEW YORK PITTSBURGH CINCINNATI CHICAGO | 
Ohi- devviee will catinty theee wante and Graybar Bldg. Bessemer Bldg. Chamber of Commerce Bldg. 6 N. Michigan Ave. 
your prospect buys.” 
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Regulate Sporting 
Goods Testimonials 


Following a conference with the 
sporting goods industry, the Federal 
Trade Commission announced new 
trade practice rules. 

They call for plain labeling of en- 
dorsements as purchased when so 
obtained; prohibition of the use of a 
notable’s name on equipment he did 
not design or use; and prevention of 
infringement by one firm upon an- 
other in the use of endorsers’ names. 


Mail Meet to Chicago 


The 1933 convention of the Inter- 
national Direct Mail Advertising As- 
sociation will be held in Chicago dur- 
ing the Century of Progress Exposi- 
tion. 


Leaves Holmes 
Livingstone P. Hicks has resigned 
as account executive of Holmes, Inc., 
Detroit. 


Advertising 
Agent Speaks 


“My clients advertise 
vigorously in the Fairchild 
Publications because I 
know how vigorously 
those publications are 
read.” 


His clients are textile and 
apparel firms. 


Fairchild Publications 


8 E. 13th St. New York, N. Y.- 
418 S. Market St. Chicago, Ill. 


READER 
INTEREST 


are 
editorial 
watch 


words 
C—O 


HEARST 


BUSINESS 
MAGAZINES 


MOTOR — AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


A Complete 
Produetion Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO: 210 So. Desplaine St. 


and 34 other cities 


WANTS HELP OF 
FEDERAL TRADE 
COMMISSION 


(Continued from Page 1) 

tions, by way of advertisement or 
»therwise, concerning the grade, 
quality, quantity, substance, charac- 
ter, nature, origin, size, preparation 
or service of anything offered for 
sale, having the tendency or capacity 
to mislead or deceive purchasers or 
prospective purchasers is an unfair 
trade practice. 
“Rule 2. The making or causing 
or permitting to be made or publish- 
ing any false, untrue or deceptive 
statements, insinuations or hostile 
references to or attacks on competi- 
tors, competitors’ merchandise or 
prices or service, or competitors’ ad- 
vertising, generally or specifically, 
having the tendency or capacity to 
mislead or deceive purchasers or 
prospective purchasers, or to under- 
mine in any way the integrity of ad- 
vertising itself and its believability 
on the part of the consuming public, 
is an unfair trade practice. 


Ban Deception 


“Rule 3. The making or causing 
or permitting to be made or publish- 
ing any false, untrue or deceptive 
statements or insinuations or specific 
or general underselling of competi- 
tors with the intent or the effect of 
undermining competition, having the 
tendency or capacity to mislead pur- 
chasers or prospective purchasers, 
or with the intent or the effect of 
unjuring a competitor, or where the 
effect may be to substantially lessen 
competition or tend to create a mo- 
nopoly or to unreasonably restrain 
trade, is an unfair trade practice. 

“Rule 4. The use in advertising of 
so-called ‘baits,’ offering merchan- 
dise at less than fair profits and 
sometimes at cost or less, with the 
intent of luring customers to the 
store, where little or no effort is 
made to sell the advertised article, 
and the advertisement is for the pur- 
pose of selling other merchandise at 
regular or higher than fair profit 
to make up for the loss on the baited 
merchandise, having the tendency 
and capacity to mislead or deceive 
purchasers or prospective pur- 
chasers is an unfair trade practice. 

“Rule 5. Price-cutting that be- 
comes predatory when advertised 
with the intent or the effect of re- 
ducing competition, or the creation 
of a monopoly, or having the tend- 
ency or capacity to mislead or de- 
ceive purchasers or prospective pur- 
chasers as to the values represented 
by prices on other articles regularly 
sold by the advertiser, is an unfair 
trade practice.” 

In presenting his ideas for the 
regulation of advertising, Mr. Appel 
said there will be a steady falling 
off in consumer response to adver- 
tising if nothing is done to correct 
the misuse of advertising as it is 
carried on at present. 

“To prevent this rapid wearing 
away of advertising effectiveness,” 
he said in closing, “there should be 
a crusade within the industry to 
outlaw all who employ advertising 
that is in any form unfair, mislead- 
ing, unbelievable. 

“It should be a constructive and 
cooperative crusade, by all interests 
to whom the integrity of advertis- 
ing is vital—manufacturers, mer- 
chants, bankers, advertising and 
trade organizations, the advertising 
trade press, and general publishers 
of newspapers and periodicals. A 
crusade for honorable dealing, fair 
play, true sportsmanship, sincerity, 
and good faith in both business and 
advertising. 

“In its larger aspect, the misuse 
of advertising is a matter of na- 
tional importance. It affects the 
prosperity of the entire country. It 
concerns our every day living and 
working. It will receive govern- 
mental attention and _ regulation 
unless it is corrected courageously 
and speedily by the advertising and 


selling industry itself.” 
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ACTION SIGN INTERESTS DETROIT PUBLIC 


This pictorial, erected by Walker & Co. for a Detroit concern, has attracted much interest. It is 
painted in oils on glass, the natural colors being illuminated from the rear by 3,200 watts. A dimming 
action carries the scene from twilight to night. The practical result has been to put over the 


GIVE MEDICAL 
BASIS FOR-USE 
OF HARD COAL 


Philadelphia, Pa., Oct. 29.—The 
Philadelphia and Reading Coal and 
Iron Company has launched a cam- 
paign in 32 papers in 27 Eastern 
cities featuring medical endorsement 
of hard coal, as against any other 
type of heat. 

The copy explains the actions of 
the peripheral capillaries, the tiny 
blood vessels just under every one’s 
skin. 

“The capillaries act as natural 
thermostats for the body, expanding 
and contracting in order to cool or 
conserve the heat of the body,” a 
typical piece of copy says. 

“If one becomes over-heated, these 
blood vessels expand and bring more 
blood to the surface. The sweat 
glands are stimulated and they pour 
out a flood of perspiration whose 
evaporation cools the blood that has 
been brought to the surface. 

“When the air about one’s body 
becomes chilled so that there is a 
likelihood of the temperature of the 
blood being lowered, the peripheral 
capillaries contract, driving the 
blood away from the chilled surface. 
If much chilled the tiny muscles 
under the skin contract so much 
that the skin is puckered into what 
is generally called goose-flesh.’ 

“If these tiny blood vessels are 
kept quiet, as they are by even heat 
of the proper temperature, no sig- 
nals of discomfort reach the brain 
and one is comfortable. 

“When the peripheral capillaries 
are chilled, they set changes in mo- 
tion in many of the membranes of 
the body, particularly in the respira- 
tory region. These changes are such 
that one becomes more susceptible to 
the germs of colds, pneumonia and 
similar diseases. That is why even 
heat means more than merely com- 
fort.” 

The campaign was developed by 
the local office of Buchen & Co., 
Chicago, John H. Morse, vice-presi- 
dent, being in charge. 


Publish Art Annual 


The Book Service Co., New York, 
has published the Tenth Annual of 
Advertising Art, covering the 1931 
exhibition of the Art Directors Club 
of New York. 


Heads W. Va. Club 


Oscar Ryan was elected president 
of the Huntington (W. Va.) Adver- 
tising Club. 


Joins Casey-Lewis 
P. C. Rouse has joined the cre- 


ative department of the Casey-Lewis 
Company, Nashville agency. 


J. T. Bramhall Dead 
John T. Bramhall, former adver- 
tising director of the Michigan Cen- 
tral and Santa Fe railways in Chi- 
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FROM BETTER HARD COAL 


CLINTON SPEEDS 
UP ADVERTISING 


Chicago, Oct. 29—No decrease in 
advertising appropriation for 1932 
is the decision of the directors of the 
Clinton Carpet Company, makers of 
Ozite rug cushion, as announced by 
L. H. Regensburg, president of the 
company. 

“The continued demand for Ozite 
Rug Cushion during the past year,” 
said Mr. Regensburg, “warrants 
maintaining our 1932 advertising ap- 
propriation at the same figure as 
1931, which represented an increase 
of more than 40 per cent over 1930. 

“It is the opinion of our directors 
that this demand for Ozite rug cush- 
ion is evidence that the buying pub- 
lic is still convinced that quality 


merchandise is the most satisfactory 
and economical, and that in lower 
priced substitutes they get just what 
they pay for and no more. 

“In view of the renewed interest in 
economy, we are emphasizing the 
fact that Ozite should be purchased 
now for old rugs—to make them feel 
soft and new, and to prolong their 
life. The market for Ozite for old 
rugs is literally beyond the reach of 
one’s imagination. 

“By educating the public to Ozite’s 
economy, we are maintaining our 
volume in the face of the receding 
yardage in carpets and rugs. Deal- 
ers now are able to sell three and 
four cushions to each customer, 
where formerly they sold only one 
to accompany the new rug. We know 
that our dealer and jobber associates 
are benefitting by our advertising 
and appreciate it.” 

The Clinton Carpet Company has 
been a consistent and growing ad- 
vertiser for eight years. The com- 
pany introduced Ozite rug cushion 
to a decidedly reluctant trade (noth- 
ing like it had been known before) 
and proceeded to popularize the new 
product by national advertising. 
This year, about twenty general and 
women’s magazines were used. 

Earle Ludgin, Inc., Chicago, is the 
agency. 


Higgins With WBAL 


Harold C. Higgins has become 
commercial manager of Station 
WBAL, Baltimore, one of the last 
stations to accept advertising. 


Made Radio Adviser 


_George A. Harder, public relations 
director for the Westinghouse radio 
stations in New England, has _ be- 
come official radio adviser to Gov- 
ernor Ely, of Massachusetts. 


Name Representatives 


Oil, Paint and Drug Reporter and. 
The Painters Magazine, New York, 
have placed their Chicago represen- 
tation with Martin & Plume. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


Graybar Building 
4920 Lexington Avenue 


cago, died in Boulder, Colo., Oct. 25. 


“everybody reads the news” 
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TECHNICAL MEN - 
ARE HUMAN T00, 
REFINER FINDS 


. (Picture on Page 16) 

Kansas City, Mo., Oct. 29.—Pretty 
girls seantily clad and a smoking- 
room yarn cleaned up for publica- 
tion are the two new ideas which the 
East Texas Refining Co. of Dallas 
has used in its advertising to meet a 
situation peculiar to the oil industry. 

Oil men are accustomed to use the 
telephone to shop around on the 
basis that long distance charges are 
more than offset by a saving from 
one to five hundred dollars on an 
order. 


The purpose of the new campaign 
was to interest the buyer so in- 
tensely that when he picked up the 
telephone to shop he would say, 
“Central, get me the East Texas 
Refining Co., in Dallas.” While this 
type of advertising is in keeping 
with the modern trend it marks an 
almost virgin field as far as business 
publications are concerned. 


The comely young women were 
given a logical place in the technical 
picture by the Ferry-Hanly Adver- 
tising Co., which presented a girlina 
bathing suit as “distillation curve’; 
an attractive nurse as “sweet to 
doctor” and an interesting person in 
a transparent garment as “good 
color” — attributed to invisibility. 
These photographs appeared in 
spreads in color weekly in National 
Petroleum News. 


More Emotional Interest 


In the Sept. 9 issue, copy with 
even more emotional interest was in- 
troduced. A well-known smoking-car 
story, with the caption “It’s much 
too good for them,” was illustrated 
with a cut of a famous princess and 
a duke in a tender embrace. 


In the Sept. 30 issue one page was 
used for a ery of “Help! Help! I’m 
about to lose my job-—on account of 
using the word ‘necking’ in my ad. 
Do you people object to interesting 
advertising? Say something. Do 
something. Call, write or wire right 
away.” 

On the facing page the “It’s much 
too good for them” ad was repeated 
and captioned “This is the copy that 
caused the trouble.” 

Calls criticising the company for 
its advertising, corrections to the 
story, and many letters and sugges- 
tions resulted. Typical of these com- 
ments is the following: 

“Suggested copy for the Cleaning 
Naphtha Department: ‘This story 
was cleaned with this product and 
you will note that the tender threads 
containing the pattern were unin- 
jured. The dirt was entirely re- 
moved and the gist of the story re- 
mains pure and sparkling. This 
naphtha should do the work for all 


Classified 
Advertising 


_A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


TRADE OR CLASS PUBLI- 
CATION WANTED 


Responsible publisher of long 
experience in these fields wants 
to purchase meritorious trade 
or class magazine, or secure 
management with participating 
interest in ownership. Replies 
treated in confidence. Box 100, 
ADVERTISING AGE, Graybar 
Building, New York City. 


the cleaners as we all agree that a 
story is the hardest thing to clean’.” 
The East Texas Refining Co. 
started at scratch in March, 1931, 
and is now doing a volume of busi- 
ness of $300,000 a month. Its re- 
fining capacity was extremely large 
and it needed vigorous advertising 
to sell its gasoline. 


Radio Gets Part 


of Flower Money 


About $60,000 will be spent for 
radio advertising by the Florists 
Telegraph Delivery Association 
through Brooke, Smith & French, 
Detroit. 

The size of the total appropriation 
s uncertain, though some magazines 
will be used. 


New Sposored 


Film Plan Is 
Coast Offering 


Los Angeles, Calif., Oct. 29—The 
National Film Library, formed by 
Harry Leavitt, will launch an adver- 
tising campaign through all mediums 
to acquaint the public with its 
unique film-distributing plan. 

Mr. Leavitt proposes to have ad- 
vertisers sponsor movies for exhibi- 
tion before schools, clubs, churches 
and other groups, which would get 
free films instead of having to pay 
a rental charge, as heretofore. The 


advertising message will take one 


minute either at the beginning or 
end of the film. 

Sponsors may furnish their own 
movies or purchase them from the 
library, and 265 reels of film have 
already been entered by advertisers. 
The library undertakes to create a 
steady demand for the films, and to 
render quarterly reports to adver- 
tisers showing the “circulation” 
given. 


Daily’s Stock Sold 


The capital stock of the Memphis 
Commercial Appeal Inc., was pur- 
chased Oct. 26 by E. W. Decker, E. 
W. Bachus and Charles R. Fowler, 
receivers, acting for the Minnesota 
& Ontario Paper Co., for $100, sub- 
ject to court approval. 


Agency for Ice Cream 


Effective, Jan. 1, 1932, McCann- 
Erickson, Inc., New York, will han- 
dle the advertising of the Reid Ice 
Cream Co., subsidiary of the Borden 
Company. John E. Steward is ad- 
vertising manager. 


Agency for Council 


The New England Dairy and Food 
Council, Boston, has appointed In- 
galls-Advertising, Boston, to direct 
its advertising. New England news- 
papers will be used. 


F. orm Mail Agency 


Rose Alden and William Hauk, 
formerly with the Sampson & Mur- 
dock Co., Boston, have formed Alden- 
Hauk, Inc., Boston, to specialize in 
direct mail. 


to C 


cost was $31.42 


n Open Letter 
ertain Advertisers 


SS 


o> 


HOSPITAL 


If you are really interested in low rates for 1932, consider 


this: In 1928 it cost $24.69 fae» 


readers with a page in “Hospital Management.” In 1929 the 


In 1930 it dropped back to $24.78 


This year, and next year, the cost is $22.26 


circulation, without increase in rates. On the other hand, take 


Paper No. 2. In 1928 it charged $23.33 (oes 
1,000 hospital readers. In 1929 its rate went up to $24.79 


In 1930 its cost went up again, to)$27.10 


=> 


This year it charges $28.54 


the highest rate in six years. 


The moral: if you are sincere in wanting maximum value for your 


to reach 1,000 hospital 


Sara 


This is the lowest cost for six years. The answer is more 


to reach 


eee 


1932 advertising dollar, use the publication that gives it to you. 


MANAGEMENT 


The Practical Journal of Administration 
537 S. Dearborn St., Chicago 


Graybar Building, New York 
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‘The soups for ell acce fone 
No matter how pa 
teular you are not 
how much vou pay, 
you cannor make nor 
buy better soups than 
Campbell 
If you cow 


and this — 
No. 


the initial bow of the Campbell S 
Nacurdas Evening Post. hk appes 


The appesling color advert 
is the LOGO » , 
tiem Te th 


Revord of WOO 
Campbell Soup Compras 
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bron ghe idrertésements on 
The Saturday Eveniag Post 
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Look for the red-ond-w hie label 
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Indulge his natural, healthful craving 
for Campbell's Tomato Soup! 


TOMATO 


ou 


‘ 


FFE: Sowers FEA 


M#AL-PLANNING IS FASIER WITH DAILY CHOICES FROM CAMPBELE’'S 21 SOUPS 


CAMPBELL SOUP CREATES RECORD WITH 1000TH ADVERTISEMENT IN ONE PAPER 
The Saturday Evening Post featured Campbell's first and 1000th advertisement in that publication with this spread 


in its current issue. (Story on Page 10) 


COCA-COLA GETS FREE RIDE 


(Story on Page 2 


ST. LOUIS HAS $5,000,000 MART 

The new St. Louis Mart was built by the Terminal Railroad 
Association of St. Louis. E. S. Porter, manager, has just announced 
the appointment of Ruth Crane Davis, former director of the home 
budget bureau of the Scruggs-Vandervoort-Barney Dry Goods Co., 


St. Louis, as director of the home economics division of the Mart’s 
permanent architectural and building exposition. 


Underwood & Underwood Photo 
OIL MEN PAUSE FOR THIS 
This type of illustration, used in business paper 
copy by an oil company, jarred the trade out of its 
lethargy and precipitated a warm debate, as well as 
a flood of orders. (Story on Page 15.) 


TONIGHT! 


Hear this full-length show of Amer- 
ica’s outstanding radio programs — 
without changing the dial. Two 
and one-half hours of brilliant 
variety, sparkling entertainment, 
and helpful information — making 
Wednesday the premier radio night 
of the week. Tune in tonight — and 
every Wednesday night— over 


WEAF 


and a nation-wide NBC network 


8:30 Mosnou 


Douglas Stanbury, bari- 
tone; Gladys Rice, sopra- 
no; Nathaniel Shilkret’s 
orchestra. Program in- 
cludes The Rogue Song, 
Herbert’s Pan Ameri- 
cana, and other popular 
and brilliant numbers. 


Hatsey, STUART 


The Old Counsellor dis- 
cusses Problems of the Wo- 
man Investor ...why and 
how they differ from those 
of men... basic invest- 
ment principles to guide 
wives, widows or business- 
women. Music by sym- 
phony orchestra. 


Patmouive 


Olive Palmer’s glorious 
soprano... Paul Oliver’s 


9:30 


matchless tenor. . . The 
Revellers, harmonizing 
special favorites . . . Erno 


Rapee’s orchestra cap- 
tivating with scintillating 
dance tunes and popular 
melodies. 


Coca-coua 


Grantland Rice inter- 
viewing Tad Jones, one of 
the country’s leading foot- 
ball authorities. Glorious 

\ melody by Gustave 

\ Haenschen and the Coca- 
4% \ Cola all-string orchestra. 
pe ad Jaines Melton, soloist. 


WEDNESDAY 
VIG MGYT 
ON THE AIR! 


10:30 


—_ 


SELLING UNIT 

Gamble & Co., Chicago 
agency, devised this method of 
selling the public on two solid 
hours of radio entertainment. 
The campaign is running in 45 
newspapers. In 25 cities, the 
programs are not only consecu- 
tive, but come in over the same 
station, 

The plan is regarded as the 
most logical yet devised to pro- 


vide “insurance” for expensive | 


radio programs, which must 
compete with those of other sta- 
tions for attention. 
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